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ABSTRACT
Daan Go is a brand of Euro-Asian food services, now consisting of only its specialty bakery Daan
Go Cake Lab. Having various retail locations across the Greater Toronto Area with current
distribution channels that serve both Ontario and Quebec, Daan Go is currently focusing on
expanding its bakery operations across Canada. To fulfill its vision of becoming a world-wide
desserts brand, Daan Go finds itself facing unique challenges. Based on a case analysis, this report
examines how Daan Go can leverage its current key capabilities, while maintaining its competitive
position within the niche market it serves.
This report provides an overview of Daan Go, including its retail locations, ownership,
management and workforce, products and services, and its current marketing strategy. Next, the
report analyzes the competitive landscape by comparing Daan Go to local speciality bakeries,
including direct competitor bakeries that also specialize in Euro-Asian fusion desserts, and general
competitor bakeries. The report’s situational analysis examines Daan Go’s operating environment
through the use of a PESTEL analysis, Porter’s 5 Forces, and a SWOT analysis. These analyses
inform the report’s recommendations to Daan Go as to its next steps as the bakery continues to
expand throughout the province.
Potential solutions to issues identified by Daan Go are evaluated through the use of multi-criteria
decision matrixes. An implementation plan and marketing plan follows, including a 5-year
financial projection. The report’s recommendations are based upon an analysis of Daan Go using
recognized business theories and frameworks.
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CHAPTER 1 – EXECUTIVE SUMMARY
Daan Go is a Euro-Asian fusion bakery chain that specializes in aesthetically pleasing, photogenic,
and charming desserts, fused with Asian flavours. The owner, locally known as Baker Siu, is a
public figure who has won MasterChef Canada Season 7, local awards, and other professional
designations. His publicity has been instrumental to Daan Go’s success.
Despite only opening its brick-and-mortar storefront in 2017, Daan Go now boasts four locations
across the Greater Toronto Area and has partnerships with other Euro-Asian fusion food services
across Toronto, Ottawa, and Montreal to distribute its products.
This report details the two major operational issues and the one major marketing issue that Daan
Go may overcome to achieve its vision of becoming a global brand of desserts. The company’s
management has identified the operational issues as being bottleneck in operations and high
employee turnover, while the marketing problem is tied to its roots.
Daan Go’s success can be attributed to its niche market of Asian enclaves within the Greater
Toronto Area. However, in order for Daan Go to achieve its vision, Baker Siu and his team might
consider breaking through these barriers of being an ethnic business operating within a
predominantly white population. The company background section of this report explores how
breaking into the mainstream market requires a delicate balance of wide appeal without sacrificing
brand identity. That is because Daan Go’s unique value proposition is to connect families, young
and old, with nostalgic flavours from one’s childhood which was either spent here in Canada or
abroad in Asia. The company is unapologetically a blend of both cultures which is one of the many
reasons why the brand is so successful in capturing the hearts of their consumers.
Prior to Daan Go, there was a deficit of products that offered the unique flavour profile. The bakery
addressed the customers’ need for it. This report also considers Daan Go’s target market as being
within the Greater Toronto Area and as being active on social media, seeing how this has been
Daan Go’s primary communication channel.
This report conducts a competitive analysis for Daan Go, selecting bakeries that fall within the
same North American Industry Classification System (NAICS) industry group – bread
manufacturers. This includes cake manufacturers. Competition is expected to rise in future as the
number of small, speciality bakeries are expected to increase in numbers over the next five years,
although these bakeries may not necessarily compete directly with Daan Go as they also serve niche
markets.
Daan Go’s situational analysis uses a PESTEL analysis, Porter’s 5 Forces, and a SWOT analysis.
These analyses produce baseline insights and analytics which can assist Daan Go in what to do next
in its rapid expansion that are in line with recognized business theories and framework. The
situational analysis overwhelmingly suggests that the mature bread production sector will see major
consolidation in the industry. Given that Baker Siu’s brand is highly associated with the Daan Go
brand, Daan Go must remain profitable to avoid being bought out by a larger bakery. With the lack
of intellectual property protections, Daan Go is also at risk vis-à-vis competitors that might copy
its idea of novelty desserts. Consumer behaviours are also expected to evolve in the next five years
as healthier trends continue rising.
In generating and evaluating possible solutions, this report determines that Daan Go is operating at
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the third stage of a small business – growth. At this stage, Daan Go must adopt new technologies
to remain efficient, standardize processes, and involve external parties to partly detach Baker Siu
from its everyday operations so he can focus on promoting his personal brand (with a
complementary goal of promoting the Daan Go brand).
This report recommends that Daan Go adopt a strategic plan, in the next year, of expanding its
production distribution with additional partners to include grocery stores, in addition to its current
offering its desserts for sale with food services. Similarly, we recommend that Daan Go plan to
pursue a large untapped market in corporate gifting. This would promote the Daan Go brand
significantly. In the next five years, Daan Go should expand beyond the Greater Toronto Area,
create an immersive brand experience beyond desserts (such as reviving its restaurant business),
begin offering catering services, and continue capitalizing on Baker Siu’s local publicity status.
As a marketing plan, Daan Go’s current product prices are within competitive ranges, but are
slightly cheaper than its direct Euro-Asian fusion competitors due to Daan Go’s wishes of being an
accessible and affordable bakery. Although this is a good strategy at first to capture a larger market
share, Daan Go may consider increasing its prices in the future as its products become accepted as
staple and non-negotiable to consumers. To counteract the increase of prices, Daan Go may
consider offering bundling of its products at a discounted price to encourage customers to purchase
more than what they had originally planned on buying.
Lastly, this report provides Daan Go’s baseline five-year financial projections. This projection
includes Daan Go increasing spending across its categories of expenses to match its rapid growth.
Overall, Daan Go must continue to invest in:
•

Marketing activities to increase brand awareness.

•

Machinery and equipment to standardize and automate production processes to streamline
operational efficiency, thereby reducing an increase in the need for costly labour.

•

Professional services to allow the bakery to focus on management activities, rather than
on-the-floor operational issues and to allow Baker Siu to build up his personal brand.
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CHAPTER 2 – THE THREE MAJOR ISSUES
There are two operational issues and one marketing issue that Daan Go must overcome to achieve
its vision of becoming a global brand of desserts. Daan Go’s management has identified the
operational issues as being bottleneck in operations and high employee turnover (operational).
Additionally, Daan Go’s success can partly be attributed to its niche markets of ethnic enclaves
within the Greater Toronto Area. However, in order for Daan Go to achieve its vision, Baker Siu
and his team must break through these barriers of being an ethnic business operating within a
predominantly white population (marketing).

Operational
In general, a company’s operational issues can be resolved by enhancing its key capabilities across
all of its departments. Key capabilities of a company are “those processes and people who perform
the value-added activities that build a company’s product/service offerings and support the growth
of markets served. Projects to enhance capabilities minimize business/operational costs, maximize
product/service quality, and deliver repeatable on-time performance. Key Capabilities are the value
creation engine that forms the foundation for building business Competitive Advantage.”1
A company’s competitive advantage allows it to produce goods or services better than its
competition. Having a competitive advantage allows a company to generate more sales more
efficiently.2 A company’s competitive advantage can be traced back to its “cost structure, branding,
the quality of product offerings, the distribution network, intellectual property, and customer
service.”3

Marketing
Although Daan Go’s mission requires it to become a mass producer of cakes, due to the ethnic
nature of the bakery, it currently thrives primarily within its niche market as reflected in their actual
customer base (being mainly East and Southeast Asians with disposable income).4 The challenge
then is to expand into the broader market. In other words, Daan Go’s differentiation strategy is also
its weakness. Differentiation as used in marketing means “creating specialized products that gain
competitive advantage with a particular segment of the market”.5

1

Pelkery, K. (2015, February 24). Key capabilities create the value that drives competitive advantage. Thinking
Dimensions. Retrieved January 15, 2022, from: https://www.thinkingdimensions.com/blog/indus trial-problemsolving/key-capabilities-create-the-value-that-drives-competitive-advantage.
2 Twin, A. (2021, March 8). Competitive advantage. Investopedia. Retrieved January 15, 2022, from January 15, 2022,
from: https://www.investopedia.com/terms/c/competitive_advantage.asp.
3 Twin, 2021.
4 A niche market is defined as “highly individual needs and requirements for satisfying which it is necessary to have a
range of complement goods and services; stable market potential; weak competitors.” Boienko, O. & Susidenko, O.
(2019). Market niche as a method of brand promotion. Baltic Journal of Economic Studies, 5(1):
https://doi.org/10.30525/2256-0742/2019-5-1-15-20.
5 Martin, M. J. (2019 January 13). Examples of differentiation in marketing. Chron. Retrieved February 13, 2022, from:
https://smallbusiness.chron.com/examples-differentiation-marketing-25678.html.
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As with many ethnic businesses in Ontario, Daan Go caters to specific ethnic groups. 6 As
recognized in academia, “in general, demand for ethnic commercial activities results form the
propensity of ethnic group members to shop at businesses catering to their needs, where familiar
brands and cultural products may be found, along with a cluster of complementary commercial
services.”7 Given its Chinese origins, Daan Go primarily targets East Asians and Southeast Asians
as its market. This is attributed to “the inherent mutual trust and ease of communication” which
provides ethnic communities with “an edge in the diffusion of knowledge and information”.8
The success of ethnic businesses is important to academia and to the industry because these
businesses have lower levels of sustainability and lower survival rates. This is concerning because
12.2% of small and medium enterprises (SMEs) in Canada are owned by visible minorities. 9
Although ethnic restaurants “may adopt various positioning strategies”, research increasingly
highlights the growing “ethnic fusion” cuisines.10 Daan Go’s strategy is consistent with “culture
co-presentation”, which “mingles representative courses from different cultures into one single
menu, allowing consumers to experience multiple cuisines at a time and fulfilling their varietyseeking needs”.11
This report examines the company, its strategy, and the competitive environment to determine what
relevant alternatives for Daan Go to consider so that they can secure customers that are beyond its
niche market of East and Southeast Asians, while maintaining its competitive advantage. This
report then considers how Daan Go can grow the business without compromising efficiency in
operations.
The collection of data includes interviews with members of Daan Go’s senior management team,
including the owner and his wife, two Chief Operating Officers, and a front-of-house manager.12
The University of Windsor Research Ethics Board granted approval of this study in August 2021.

6

See generally: Marger M. N. & Hoffman, C.A. (1992). Ethnic enterprise in Ontario: Immigrant participation in the
small business sector. The International Migration Review, 26(3): 968-981. https://www.jstor.org/stable/2546972:
which discusses the effects of residential clustering resulting in the establishment of ethnic businesses and development
of ethnic commercial enclaves. See also Waldfogel, J. (2019 August 9). Dining out as a cultural trade. Journal of
Cultural Economics (44), 309-338. https://doi.org/10.1007/s10824-019-09360-5. In his article, Waldfogel explains that
cuisines of different ethnicities are akin to cultural trade, the consumption of which could pose as “threats to local
culture”. See also Kamran, S. M et al. (2017 October 9). Ethnic communities: a factor of industrial clustering.
International Journal of Social Economics, 44(10): 1290-1306. https://doi.org/10.1108/IJSE-01-2016-0038, which
states that “ethnicity-based community clusters create an acceptable code of conduct that helps business owners to
reduce transaction costs and paves the way for knowledge of transfers and also provides a cushion from outer threats.”
7 Shuguang, W. (1999). Chinese commercial activity in the Toronto CMA: New development patterns and impacts.
Canadian Geographer, 43(1): 19-35. https://www.proquest.com/scholarly-journals/chinese-commercial-activitytoronto-cma-new/docview/228338409/se-2?accountid=14789
8 Kamran et al., 2017.
9
Statistics Canada. (2020 January). SME Profile: Ownership demographics statistics. Statistics Canada. Retrieved
February 9, 2022, from: https://www.ic.gc.ca/eic/site/061.nsf/eng/h_03115.html. SMEs as defined by Statistics Canada
is a for-profit corporation that employs 1-499 employees. SMEs in Canada “accounted for 85.3% percent of net job
creation in the private sector” between 2013 and 2017.
10 Liu, S. Q., Wu, L. L. & Wang, Y. (2020 August). A creative-mix or variety-mix fusion experience? Examining
marketing strategies for ethnic fusion restaurants. International Journal of Hospitality Management, 89(complete).
https://doi.org/10.1016/j.ijhm.2020.102596.
11
12

The interviews occurred: in-person for Chief Operating Officer 2 and a senior manager on September 8, 2021, at the
Richmond Hill location; in-person for Chief Operating Officer 1 on September 12, 2021, at its Scarborough location;
via written statement for the owner, Baker Siu, and his wife on October 13, 2021. The author of this report also
maintained personal communications in relation to the accuracy of the contents of this report with all interviewees
throughout the study. This report references interview responses and personal communications in the footnotes as
personal communications.

4

See Appendix A for the approval letter by the Research Ethics Board. Daan Go consented to the
public use of this report in March 2022. See Appendix B for Daan Go’s consent.
This report then examines the competitive landscape by researching comparable competitors,
followed by analyzing Daan Go’s strategic position. This report evaluates each alternative based
on the academic and industry literature and suggests the best course of action for Daan Go.
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CHAPTER 3 – COMPANY BACKGROUND
Daan Go, meaning “cake” in Cantonese Chinese (蛋糕), is a Toronto-based brand of Euro-Asian
fusion food service offerings built by award-winning chef, Baker Siu. Inspired by his passion for
baking and his love of food, Baker Siu, a former pharmacist, turned his entrepreneurial visions into
reality by opening Daan Go Cake Lab, his first brick and mortar store in the district of Scarborough
(Toronto, Ontario) in 2017. Daan Go Cake Lab is a bakery that produces and sells cakes and a
variety of other desserts through their retail stores and through food services. Although Daan Go
used to operate a sit-down restaurant called Daan Go Cafe, only the Daan Go Cake Lab locations
are still operational at the time of the writing of this report. As such, this report uses Daan Go and
Daan Go Cake Lab as interchangeable terms, as does the company.

Retail Locations
There are now four Daan Go locations:
1. Opened in 2017, the first Daan Go Cake Lab is its Scarborough location (3380 Midland
Avenue, Unit 11, Scarborough, ON, M1V 5B5). Daan Go produces all of its desserts at
this location at its production fi
2. The Daan Go Cake Lab located in downtown Toronto (241 Spadina Avenue, Toronto, ON,
M5T 3A8) opened the following year in 2018. However, in 2021, this location moved to
its current address operate collaboratively within a Euro-Asian fusion restaurant, R&D
Restaurant.
3. Opened in August 2021, the Daan Go Cake Lab’s Richmond Hill location (550 Highway
7, Building C, Unit 70, Richmond Hill, ON, L4B 3Z4) is located in a high-traffic urban
commercial district featuring a variety of food services and restaurants that target a similar
market as Daan Go.
4. Opened February 2022, Daan Go Cake Lab’s Mississauga location (4557 Hurontario
Street, Unit B9, Mississauga, ON, L4Z 3M1) is located across a commercial plaza that also
has other ethnic businesses, such as an Asian supermarket.
The first three of Daan Go’s locations are within the Greater Toronto Area. Of note, the
Scarborough and Richmond Hill location are not too far away from each other. According to the
Daan Go management team, Richmond Hill or Markham (neighbouring municipalities in York
Region) were always the ideal location for Daan Go because of its high concentration of its target
market. However, rent in both cities were out of Daan Go’s price range when it first started out.
After Baker Siu won season 7 of MasterChef Canada, he insisted that Daan Go open another store
to benefit from the added publicity.13
Daan Go decided on Mississauga for its fourth store because of customer feedback, but without
conducting any formal market analysis. 14 Mississauga was traditionally out of bounds for its
current delivery courier company it is working with, even though there were potential customers.

13
14

J. Canedo, personal communications, 2021.
D. Situ, personal communications, 2021.
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Unsurprisingly, all four retail locations are located within major Chinese commercial shopping
centres throughout the Greater Toronto Area. Even though new generations of the community are
open to the broader diverse market of foods, the fusion elements of Daan Go, caters to both worlds.
This geographical decision-making adheres to the academic theory that show ethnic businesses
often group together to create an enclave within an area which is also similarly ethnically
populated.15
According to its management team, Daan Go is also contemplating expanding across the country
in major cities such as Vancouver, BC, with discussions already underway with potential vendors
and suppliers there.16 Daan Go hopes to bring their products global in markets such as Los Angeles
and the Philippines one day.17 These potential markets all have high concentrations of East and
Southeast Asian populations. Accordingly, Daan Go’s marketing strategy is through growth.
Apart from selling its products directly to customers through its established retail channels, Daan
Go has expanded its reach by tapping its ethnic communities through partnering with local food
retailers of the same ethnic background. Within Toronto, Daan Go sells its macarons within similar
Euro-Asian fusion ethnic food services, including a local dessert shop, Craque de Crème, and offers
its full menu inside the restaurant R&D. Outside of the Greater Toronto Area, Daan Go sells its
macarons in Ottawa, through a local café, Dao Café, which also considers itself a Euro-Asian
Fusion dessert shop, and in Montreal, Labothéry, a Euro-Asian fusion tea shop. It does not appear
that Daan Go has a unified or formal strategic approach to its expansion other than that the targeted
markets also consist of notable concentrations of East and Southeast Asian populations having
ethnic commercial enclaves.

Ownership
Daan Go is wholly owned by Baker Siu. Baker Siu is a locally known public figure who is regularly
featured as a guest on many media outlets, particularly on Cantonese-speaking shows, such as the
Cantonese Edition of Omni News.18 Of his national accomplishments, Baker Siu won first place
in the television series MasterChef Canada in 2021.19 In the same year, Baker Siu won the Young
Entrepreneur Award of the Association of Chinese Canadian Entrepreneurs.20 His milk tea, which
is sold at his Daan Go Cake Lab locations, also won first place in the North American KamCha
Competition.21

15

Kamran, S. M., Fan, H., Matiullah, B., Ali, G., & Hali, S. M. (2017 October 9). Ethnic communities: a factor of
industrial clustering. International Journal of Social Economics, 44(10): 1290-1306. https://doi.org/10.1108/IJSE-012016-0038.
16 D. Situ, personal communications, 2021.
17
J. Candeo, personal communications, 2021.
18 A subsidiary of Rogers Communications, Omni News is the country’s “only multilingual and multicultural television
broadcaster, offering a wide range of ethnocultural and third-language programming to the country’s diverse
communities” (OmniTV. (n.d.). Advisory Council. OmniTV. Retrieved January 25, 2022, from:
https://www.omnitv.ca/on/en/omni-television-advisory-councils/.). The Cantonese Edition runs every day on
weekdays, with repeated segments on the weekend. Baker Siu has appeared as a guest as part of the show’s local guest
feature on numerous occasions.
19 Eat North. (2021, May 7). One day in Toronto: MasterChef Canada winner Baker Siu Siu. Retrieved June 26, 2021,
from https://eatnorth.com/eat-north/one-day-toronto-masterchef-canada-winner-Baker Siu-siu; White, S. (2021, May
21). The winner of ‘Masterchef Canada’ is selling their desserts at Ottawa’s newest café. Narcity.
https://www.narcity.com/ottawa/asian-cafe-in-ottawa-sells-desserts-from-winner-of-masterchef-canada.
20 Association of Chinese Canadian Entrepreneurs. (2021 April 30). 2020/21 ACCE Young Entrepreneur Award – Mr.
Baker Siu Siu [video]. Youtube. https://www.youtube.com/watch?v=ymlhtVI5vws&ab_channel=ACCECanada.
21 KamCha (2019). KamCha Winners. Retrieved May 18, 2021, from https://en.kamcha.com.hk/kamcha-winner.
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The brand relies on this publicity to generate a good portion of its leads. With Baker Siu’s
increasing popularity among the local Chinese community, Daan Go’s management team has
noticed an increase in customers that are beyond its regular customer base. However, East and
Southeast Asian populations within reach of their retail stores remain the bakery’s primary
customer group.22

Management & Workforce
Baker Siu, as the owner, has final say on company decisions. His wife provides administrative
support and runs the company’s online social media through Instagram. Additionally, Baker Siu
has two right-hand advisors, the chief operating officers, who manage the business with him
The two teams of managers who report to the chief operating officers are split between kitchen and
front-of-house management. The kitchen management team consists of two managers, who have
supervisors report back to them, split into further groups based on production.
The front-of-house team is headed by an upper manager who oversees managers split based on the
physical location of the stores. See Appendix C for a chart of Daan Go’s organizational structure.
Daan Go currently has around 70 staff members in total, inclusive of its senior management team.
There are approximately 34 employees who work exclusively in the production team.23
Daan Go pays entry-level employees minimum wage and team leaders (i.e., supervisors) slightly
above minimum wage at around $17 an hour. 24 Although Daan Go does not offer employee
benefits beyond their regular wages, it offers management or supervisorial opportunities for lowerlevel employees because of its continual expansion.25

Products & Services
Daan Go produces all of its baked goods at its Scarborough location. Most of its products are
prepared well in advance and frozen until they are needed for sale. When they are needed, the
frozen products are then defrosted.
Daan Go Cake Lab’s full product line is available on its website, www.daango.com, including those
products that are exclusively available for in-store pick up. As can be seen at first glance, Daan Go
offers a unique Euro-Asian fusion on traditional desserts. Each product page on its website also
features the components and layers of the cake, followed by an ingredient list. See Appendix D of
a summary of Daan Go’s current product offerings and price list.
Daan Go Cake Labs offer a variety of novel desserts, such as its “character macarons”, which are
shaped and hand-piped by Baker Siu and his staff into icons and figures adored by its customer
base, including the Chinese Lucky Cat and Chinese Zodiac animals. Daan Go’s macarons are
frequently described as “cute” by its customers. They are also gluten-free, which allows Daan Go
to cater to an otherwise diet-restricted group of customers (because no other products are gluten-

22

J. Candeo, personal communications, 2021.
D. Situ, personal communications, 2021.
24 J. Canedo, personal communications, 2021. At the time of the writing of this report, minimum wage in Ontario was
$15.00. Ontario. (2022 April 1). Your guide to the Employment Standards Act. Ontario. Retrieved April 7, 2022,
from: https://www.ontario.ca/document/your-guide-employment-standards-act-0/minimum-wage.
25 J. Canedo, personal communications, 2021.
23
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free). In addition, Daan Go sells cookies, ice cream (including non-dairy and vegan flavours),
cakes, and drinks.
Generally, all of Daan Go’s products have a Euro-Asian fusion element to it. The product
descriptions of these products (copied in Appendix E) and their ingredients lists reflect the fusion
flavours. All Daan Go products, except cookies, have flavours or ingredients that are familiar to
East and Southeast Asian cuisine. In the owner’s words, Daan Go’s products are “inspired by our
childhood memories growing up as CBCs (Chinese Born Canadians) and flavours that spark a sense
of nostalgia. We are successful in bringing our passion for our culture through our flavours and
baking”.26
Introduced in 2021, Daan Go’s ice cream flavours consists of the following: Durian, Hong Kong
milk tea with boba, mango passionfruit sago, coconut taro sago, chocolate hazelnut and truffle,
Thai milk tea with boba, and kaya coconut. In mid-2022, Daan Go will be introducing new flavours
to their ice cream: rich matcha, White Rabbit milk candy, black sesame, Japanese pear & rice,
Ovaltine, unicorn cookie dough and hazelnut chocolate fudge cream.
Daan Go’s drink line consists of only two products: Baker Siu’s award-winning Hong Kong milk
tea and Thai iced tea.
However, as its name implies, Daan Go specializes in cake production. Daan Go has a flagship/core
line of “Signature Cakes” which are available as a single slice or as a whole cake (with different
sizes available). Customers can add a custom message for most whole cakes. These Signature
Cakes are normally available for walk-in orders. Some of the flavours used in these Signature
Cakes are more familiar with East and Southeast Asian cuisines. As a further example of Daan
Go’s use of exotic ingredients normally recognized by East and Southeast Asian cuisine, Daan Go’s
flagship cake flavours include those with durian, pineapple, Osmanthus, matcha, and Hong Kong
milk tea flavours.
Daan Go also offers more extensive and eye-catching cake designs, called “Celebration Cakes”,
which can be made in any Signature Cake flavour. Customers must order the Celebration Cakes
well in-advanced of when they want them. The starting price of a Celebration Cake is $105,
depending on the design. Clearly, customers who frequent Daan Go must have disposable income
to buy these desserts.
Daan Go also offers customized/personalized macarons, cake, and cupcake services. Customers
who are interested in purchasing these services work with Daan Go’s design teams. Daan Go
frequently makes customized cakes for wedding parties and other special events.
Daan Go’s menu is constantly changing. It often offers seasonal items and with new or limitedtime items, sometimes in line with certain holidays. For example, in January 2022, the bakery was
in the process of developing a line of new desserts for Mother’s Day 2022, while offering limited
time items for Lunar New Year.27 These seasonal products are limited in quantity and are sold on
a first-come-first-serve basis. In line with its constant change in menu, Daan Go remains innovative
in that its current product offering is significantly different compared to when it first started. Since
its inception, Daan Go has changed its menu many times.
Overall, Daan Go emphasizes the aesthetic appeal of its products: “cute, aesthetically pleasing and
26
27
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D. Situ, personal communications, 2021.
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tasty, and memorable” and most importantly, Instagram-able.28 The bakery strives to sell products
that are “fun, whimsical, and an affordable luxury” that can also be the “wow” factor at
celebrations.29 Baker Siu and his staff dedicate a considerable amount of time hand piping and
detailing the desserts in order to achieve this effect. Because of the meticulousness of producing
Daan Go desserts, managers and supervisors need a minimum of two weeks and up to a month to
fully train new employees even though there are some standard operating processes in place.30
Baker Siu and the senior management team taste tests Daan Go’s products every two weeks as
quality control checks to ensure consistency in the desserts’ flavours.31
Daan Go’s primary distribution channel remains direct customers retailing through its brick-andmortar stores or through its website. However, Daan Go works with food delivery services such
as UberEats, DoorDash, F.O.D., Fantuan, SkipTheDishes, Grocery, and Kitchen Hub.32 This is in
addition to its delivery service provided by a third-party company. Customers can order Daan Go
products for delivery for a fee, which is then coordinated internally between Daan Go and the thirdparty delivery service.

Mission, Vision, and Identity
Vision
Daan Go’s vision is to become a global brand of specialty desserts.
Mission
Daan Go’s mission is to share the passion of Chinese culture and cuisine through the creation of
affordable and accessible desserts, with flavours and aesthetics that spark a sense of nostalgia.
Values
1) Premium ingredients and baking techniques
2) Joy
3) Passion
4) Culture
Brand Identity
A focused brand is essential to having a successful service. A brand is like a crucible that you fill
with meaning.33 It is a business concept that allows consumers to identify the company, product,
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or individual.34 A focused brand allows for a company to differentiate itself from competitors.
Daan Go’s cakes and macarons are packaged in their branded boxes that are mostly white with a
multicoloured fruit pattern and the Daan Go logo in a central focus point. The paper bags used are
also with the same multicoloured fruit design on its side, while the rest of the bag is white. The
counters are white, with a single fruit from the Daan Go design in a corner. This is similar to its
online presence. Daan Go’s retail store exterior logo is the same design as its packaging and bags.
See Appendix F for photos of Daan Go products and packaging.
Daan Go desserts bring joy from the moment they are in a customer’s hands down with quirky
designs, down to every last bite, made only with premium ingredients and baking techniques. The
brand is also a reflection of Baker Siu, and vice versa, due to his local celebrity status.
Customers can continually experience Baker Siu’s passion for baking with the constantly changing
menu at Daan Go. These desserts also showcase flavours from East and Southeast Asian cuisines.
Daan Go also creates seasonal products that are tied to many East Asian cultural celebrations such
as Lunar New Year, the Cheong Sam (Chinese wedding attire), 100 Day Birthday Celebrations,
Mahjong tables, and traditional symbols of longevity. Competitor Euro-Asian bakeries do not
appear to offer these specific celebration cakes as part of their regular product line.
Value Proposition
A value proposition is the value Daan Go promises to deliver its customers when buying Daan Go
desserts.35 A value proposition is presented as a marketing statement that summarizes a customer’s
reason for buying its product or service.36
Daan Go’s unique value proposition is to connect families, young and old, with nostalgic flavours
from one’s childhood which was either spent here in Canada or abroad in Asia. Daan Go single
handily embodies the fused cultural identity of Asian Canadians which fuses together the flavours
and popular Asian cultural icons through the form of a European pastry. The company is a blend
of both cultures which is one of the many reasons why the brand is so successful in capturing the
hearts of their consumers.
Prior to Daan Go, there were not many products or services that offered the same unique flavour
profile and the company addressed the customer’s need for it.

Marketing
Peer to Peer (Word of Mouth)
Currently, Daan Go has a referral plan such that new customers and existing customers both get $5
off if they use a referral code from a friend, but it is not heavily advertised. Daan Go also reposts

34

Kenton, W. (2021 September 6). Brand. Investopedia. Retrieved February 13, 2022, from:
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customer stories on Instagram, this being its strongest communication channel with its customers.37
Social Media
As stated above, Daan Go’s current approach to Instagram is to repost customer stories and by
offering free macarons through contests with other businesses, requiring customers to follow the
Daan Go Instagram account and tagging their friends on the post to qualify.
Daan Go has been successful in this key part of marketing and cost-effective way of promoting a
business. Maintaining an active presence on social media continuously reinforces the business in
the mind of present clients and attracts prospective clients that come across it on a regular basis to
eventually become curious about what the business provides.

Target Market
Geographic
The geographical target market for Daan Go is in the Greater Toronto Area. As previously
mentioned, there is a high concentration of Asian communities residing in the Toronto area and
just outside the city limits such as Markham, Richmond Hill, Thornhill, and Scarborough.
Sociographic
The sociographic of Daan Go’s customers are those who enjoy eating good foods and often taking
photos of their meals. Daan Go’s pleasing aesthetics caters to those who enjoy photography and
potentially showcasing these creations on their social media platforms.
Psychographic
Daan Go appeals to upper-middle and upper class with their premium baked goods. Their lifestyle
affords them to have affluent spending towards takeout, specifically desserts. Daan Go’s customers
enjoys eating higher quality and visually appealing products.
Behavioural
Daan Go has poised itself to be a “special occasion" brand name while offering a “treat yourself”
mindset with their smaller, individual bakery selections. This increases the user’s usage/buying rate
and loyalty status through its reward program. With Daan Go’s aesthetics, the bakery caters to the
customers who enjoy taking photos of their foods and posting it to their social accounts; meaning,
they have sufficient budgets to enjoy the newest technology as well. Daan Go has created almost a
“cult-like” following which means increased loyalty, retention, and brand engagement.
Demographic
Given Daan Go’s strategy of heavily relying on social media, many of its customers are active users
of social media. Daan Go’s management team estimates its customers to generally be within the
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20-40 age range. Due to the appeal of Daan Go’s products, its customers can also be children
dependent on its actual customers.
Key Capabilities and Sustainable Competitive Advantage
Daan Go continues to grow and evolve its business by constantly innovating different variations of
baked goods with new designs, flavours and textures. For example, Daan Go created a new product
line of cakes, macarons and cookies for the Lunar New Year with special touches of Chinese
tradition such as red envelopes that were filled with Daan Go coupons. However, these limited time
products usually come back on an annual basis which sustains the initial research and development
investment for the product line. Daan Go also provides unique add-on options. Add-ons such as
customized macaron and specialized cake toppers.
From the moment a Daan Go customer browses on its website to the product delivery, customers
know that the product received will look identical to the website. The consistent and high-quality
output of these handcrafted and decorated products is what sets Daan Go apart from its competitors.
Repeat customers know that Daan Go’s product are consistent and always of high calibre.
The Daan Go referral coupons and loyalty points allow customers from a wide range of socioeconomic backgrounds to purchase their products. For example, the prices currently offered are as
follows: $3 cookies to $7 cake slices, $40 to $50 signature cakes to celebration cakes of over $100.
This flexible and low-cost fee allows Daan Go to offer its products to a larger target market.

Profitability
The majority of Daan Go’s customers purchase its desserts through its retail stores or by placing
an order online for delivery. 38 Due to the competitive nature of the business, Daan Go’s full
financial information is not available for analysis. On average, Daan Go makes a 15% profit from
its products.39 This does not factor in the cost of research and development per cake, which Daan
Go estimates to be around $10,000 for every new cake design.40 On top of this, a new cake mould
can cost anywhere from $3,000 to $4,000.41
According to the management team, Baker Siu puts a lot of attention and detail into his ideas for
desserts.42 This usually translates into Baker Siu’s insistence on using specific ingredients for his
desserts, even though cheaper alternative ingredients may exist.43 Given Daan Go’s use of exotic
ingredients, this poses problems to the bakery’s bottom-line.44 The management team indicates
that its largest margins are from smaller-sized cakes.45 Revenues are primarily from cake sales,
followed by macarons.46 See Appendix D for the current product price list.
As mentioned, Daan Go relies heavily on Baker Siu’s local publicity to generate leads and seeks
opportunities to promote his business through community events, television shows and social
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46 D. Situ, personal communications, 2021.
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media.47 The bakery primarily communicates with customers online through Instagram, Facebook,
and through email.48
On Instagram, the company routinely reposts customer stories that feature Daan Go products.
Another source of Daan Go’s leads is through its Instagram contests held with other local small
businesses within the Greater Toronto Area. Daan Go also relies heavily on word-of-mouth
promotion.49 See Appendix F for a chart of the company’s supply chain.50 Given Daan Go’s
specialization for creating photogenic desserts (for customers to post on their social media
accounts) and given its high social media presence, the bakery routinely responds to complaints by
offering a full replacement to ensure customer satisfaction in that regard.51

Problems Identified by Management
At the onset of the data collection of this report, Daan Go’s management team identified the
following problems the bakery was facing:
1. Bottlenecks in Production
Daan Go’s production team faces bottleneck in its production process, especially with its
macarons.52 As mentioned above, Daan Go began selling its macarons in Ottawa through an Asianfusion café called Dao Café in the Fall of 2021. However, due to the bottleneck in its operations,
Daan Go was unable to fulfill Dao Café’s weekly orders. To rectify this, Daan Go and Dao Café
agreed to limit orders to a set amount every week. This would reduce Daan Go’s reach in Ottawa
if Dao Café sells out of its macarons. Having no other distribution channel in Ottawa, Daan Go’s
growth in this market is limited to the standardized orders they have set. Daan Go has faced similar
bottleneck with its cakes because the production process requires many steps dependent on the
previous step being completed.
2. Low Employee Retention
Given the lengthy duration required to train new employees (at least two weeks and up to a month),
the loss of an employee can significantly impact its operations. Daan Go’s low retention rates
cannot be attributed to a single source. Many of its employees are part-time (e.g., students) or
seasonal, so not all employees are necessarily committed to maintaining their employment with
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Daan Go in the long-term.53 There are also limited career advancement opportunities. As Daan
Go’s management team has recognized, there is little incentive for its employees. The minimumwage compensation and barely above minimum-wage to put in more than the bare minimum, due
to the minimum-wage compensation.54
3. Supply Chain and Inventory Management
Daan Go relies on one sole supplier for its exotic ingredients. The issues with the supplier also
include reliability and due diligence (i.e. does not always deliver the order in full), leaving the
managers in charge to confirm the bakery’s inventory of ingredients.55 To do so, these managers
must allocate their time doing inventory instead of other tasks, such as training new employees.
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CHAPTER 4 – COMPETITIVE ENVIRONMENT & LANDSCAPE
Companies should perform environmental analysis to develop a sustainable competitive
advantage. 56 Although companies cannot control external factors, it is important for them to
identify opportunities and threats and to find productive cooperation with other companies.57 An
environmental analysis also provides a company with “data and information that will enable the
company to predict situations and circumstances that it might encounter in future”.58
The North American Industry Classification System (NAICS) is a standardized economic
classification system across North America (United States, Canada and Mexico) in use since
1997.59 It is a self-assigned system in which companies select the code that best reflects their
primary business activities.60 According to the NAICS Association, companies rely on these codes
to classify their own customers by industry and focus marketing efforts. 61 There are industry
reports based on NAICS codes, allowing companies to better understand their customers and the
industries that benefit from their products and services.62 Statistical agencies also use NAICS for
statistical purposes.63
Daan Go falls under more than one NAICS code. There is a generally accepted practice that the
largest activity of a company should determine what NAICS code the company would fall under.64
Daan Go’s primary focus and source of revenues is cakes, so its corresponding industry sector code
is 311, food manufacturing, its group code is 3118, bakeries and tortilla manufacturing, and its
subgroup code is 31181, bread and bakery product manufacturing, which includes cake
production.65 The NAICS code 3118, bakeries and tortilla manufacturing, is defined as companies
that manufacture “bread and bakery products such as cakes, muffins, croissants, pies and other
similar baked goods”, including retail bakeries.66 Accordingly, Daan Go’s competitors also operate
within this industry sector.
However, this report recognizes that Daan Go also falls under different codes due to its variety of
product offerings and draws upon analysis falling under these codes, as appropriate. These other
codes that Daan Go fall under are as follows:
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72221, coffee and snack shops, is defined as “all establishments primarily engaged in
preparing and serving specialty snacks and non-alcoholic beverages, including ice cream,
frozen yogurt, cookies, doughnuts, bagels, coffee, juices, smoothies or sodas”.67

•

311520, ice cream and frozen dessert manufacturing.

Landscape
The bread production industry in Canada is expected to grow by 0.6% per year until 2025.68 In
Canada, there were 2,697 businesses within the bread production industry in 2020, with this number
expected to grow by 1.4% per year.69 In Ontario, there were 474 retail bakeries in 2020, making it
the province with the highest number of retail bakeries in Canada.70
According to a reputable international industry analyst company, IBISWorld, competition within
the bread production sector in Canada is “medium and increasing”. 71 As with many mature
markets, a large concentration (48%) of the market share of bakeries is held by two national
companies, while the rest consists mostly of smaller companies such as retail bakeries with only
one location and less than four employees.72
However, newer and smaller companies do not compete directly with larger companies because
they serve niche markets.73 Smaller bakeries are expected to grow in numbers as they can easily
establish themselves due to their differentiation.74 Similarly, Daan Go’s management team agrees
with the industry analysis that these businesses do not necessarily pose a threat to other similarly
newer and smaller companies like Daan Go, especially with the unique nature of Daan Go’s
products.75 However, Daan Go’s management team states that they wish to become a competitor
of larger mass cake manufacturers such as Nadège and Le Rocca, both of which are sold in major
supermarkets and other food retailers, the latter of which does not sell directly to the public and
also has market share in the United States.76

Major Competitors
Direct competition is limited despite Daan Go not having any intellectual property protections.77
The management team identifies two local bakeries in Richmond Hill as its major competitors:
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Ruelo Patisserie and Duo Patisserie. Both bakeries also specialize in Asian fusion cakes and other
baked goods. They also have a similar price point to Daan Go. The Ruelo Patisserie store is located
in the same retail plaza as Daan Go’s Richmond Hill location.
Nonetheless, cakes are normally associated with special occasions. A consumer looking to buy a
cake, even if they identify as being part of the East and Southeast Asian population, is faced with
a multitude of options. This competitive analysis uses specialized bakeries which derive the
majority of their revenues from cake sales. Like Daan Go, the bakeries included in this competitive
analysis are locally known and featured on popular media outlets, including news outlets and local
online magazines such as blogTO, TO Times, Toronto Life, Eat North, Now Toronto, and Narcity.
This analysis excludes Le Rocca bakery, identified by Daan Go as a mass production competitor,
because it does not sell its products directly to the public. See Appendix G for a chart of local
competitors.
This analysis first examines Daan Go’s local Euro-Asian fusion bakeries as direct competition, and
then takes a broader approach comparing bakeries using traditional baking techniques (as opposed
to fusion) with Daan Go.
Direct Competitors: Euro-Asian Fusion Bakeries
Daan Go’s most direct competitors are other bakeries that specialize in Euro-Asian fusion cakes
and desserts because of the use of ingredients that are familiar to East and Southeast Asian
populations. As mentioned, Daan Go recognizes Ruelo Patisserie (“Ruelo”) and Duo Patisserie
(“Duo”) as direct competitors. Another bakery, Bake Code, is also a comparable competitor. All
four bakeries have multiple retail locations, including one in Richmond Hill, and feature a large
selection of cake flavours that are Euro-Asian fusion type.
Each bakery identifies itself as a different type of fusion bakery. Daan Go and Ruelo are silent on
their website, but they are both locally known to be a fusion of Hong Kong and European flavours,
especially given that their Richmond Hill stores are located within a predominantly Hong Kong
commercial enclave. Ruelo describes itself as a French bakery adhering to French baking
techniques, but its product flavours reflect one of a fusion baking technique.78 Bake Code describes
itself as a fusion between Taiwanese and European baking techniques.79 Duo describes itself as a
Japanese-European fusion bakery.80 However, these bakeries compete with each other because of
a variety of factors, including their price range, retail locations and the ingredients and flavours
used in their cakes and other baked goods.
Daan Go stands out from these four bakeries primarily because of the animated cake designs,
making its products the most aesthetically appealing, including to children as well. Ruelo’s cake
designs offer a comparable quirkiness, but they are more minimalist and straightforward,
suggestive of more mature target customers.
Daan Go sells the biggest variety of desserts. The bakery is the only one out of the four with options
for customers with restricted diets through its macaron (gluten-free) and ice cream (vegan and
lactose-free) product lines. Daan Go is also the only bakery that offers cake and macaron
customizations. In terms of its delivery, Daan Go is the only bakery with delivery service to serve
to reach customers within the Toronto and York Region, making it the most accessible for
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customers to purchase.
However, what the three other bakeries have, and what Daan Go does not have, is savoury items
for sale. This eliminates any possibility of Daan Go benefiting from upselling customers on
desserts when they come in to look for savoury items. Similarly, because of this, customers are not
likely to view Daan Go as a snack shop.
Another drawback for Daan Go is its exposure. Specifically, Bake Code has an agreement with a
Taiwanese-based international bubble tea franchise, Chatime, to sell its baked goods in the drink
shops across the province.81 Although Daan Go does work with other food retailers to sell its
macarons in retail stores in Ottawa, Montreal and across Toronto, Daan Go does not have the same
exposure as Bake Code because there are over 80 Chatime locations in Canada, with at least 40
being in Ontario.82
General Competitors
As seen in the competitor comparison chart (Appendix G), like Daan Go, all local competitors have
a high social media presence and use social media regularly to promote its products.
Smaller-scale bakeries like Duo, Short & Sweet, and the Rolling Pin, tend to restrict customer
accessibility to its products (e.g., no deliveries, no same-day orders, set daily limited quantities, or
first-come-first-serve ordering), assumedly because they cannot meet demand for its products.
They also operate largely out of one location, with many of its secondary retail stores shut down in
the interim due to the currently ongoing health pandemic.
While this is true for Daan Go as well (it has restricted its supply to a café in Ottawa), unlike its
competitors, Daan Go continues to operate all its retail stores despite having only one production
facility in Scarborough. Daan Go uses its retail locations for distribution purposes as well since the
bakery produces and packages all its baked goods at its Scarborough location and then distributes
them to the retail locations where they are sold to customers. Additionally, retaining brick and
mortar storefronts operational allows Daan Go to gain more exposure from its retail locations.
Overall, Daan Go does offer customers with the most buying options (in-store, online for pick up
or for delivery, food services like Uber, DoorDash and SkipTheDishes). Daan Go products remain
the most photogenic and the bakery uses this to their advantage by reposting customer stories of its
products to the company Instagram account. This allows Daan Go customers to interact with the
company. Its competitors usually only post company created content. Daan Go also has the most
customization available for customers, allowing them to design full on cakes or macarons if desired.
Other than Bloomer’s, which is known as a vegan bakery, and apart from Daan Go, only SanRemo
and TreMari offer products for customers with restricted diets. Although there are other specialized
bakeries in the city that cater specifically to customer restricted diets (e.g., Bunner’s for vegan,
gluten-free and nut free diets), there are opportunities for bakeries such as Daan Go to expand
further into the diet restricted markets.
In conclusion, Daan Go’s offerings compared to its competitors, whether direct or general, is in
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line with its management strategy to become an accessible dessert retailer.83 However, there is
room for Daan Go to seize on additional opportunities to meet their competitor’s product offerings
as a retail bakery, such as selling savoury items and expanding into diet-restricted markets.
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CHAPTER 5 – SITUATIONAL ANALYSIS
Situational analysis is a process that helps organizations identify both internal and external
opportunities and challenges and to define a problem.84 These findings can then assist in planning
the strategic and marketing plan. This report uses a PESTEL analysis, Porter’s 5 Forces framework,
and a SWOT analysis. These theoretical frameworks are defined below.

PESTEL Analysis
A PESTEL (political, economic, social, technological, environmental, and legal) analysis is used
to identify macro and external forces an organization faces. It also provides a broad overview of
the situation of a company.85 As a general rule in business strategy, this situational analysis should
be conducted at least every six months to ensure that industry operators are responding to changes
in their macro environments, whether threats or opportunities.86
Some of the outcomes of the PESTEL analysis will be critical when conducting a SWOT analysis
(strengths, weaknesses, opportunities, and threats) especially within the context of the
contemporaneous global pandemic. 87 A PESTEL analysis can be particularly useful to an
organization as it prepares its entry strategy into a new market.88 With the emergence of newer
concepts such as “environmental protection, environmental health, transparency, and
accountability”, companies like Daan Go now must take into consideration these parameters to
succeed as it prepares its strategy.89 In addition, any threats found in an external analysis “need to
be bridged by finding business solutions that can neutralize their negative impact”.90
A SWOT analysis is used to evaluate a company’s competitive position, including both internal
and external factors.91
Political
As with all businesses, complications by government regulations and trade barriers caused by the
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ongoing health pandemic of COVID-19 continue to impact businesses like Daan Go. Although
this paper does not focus on the impacts of the COVID-19 pandemic, for context, at the time of the
writing this report, government restrictions related to the pandemic across the world remain in
effect. The Canadian GDP only recently, in November 2021, rebounded to pre-pandemic levels to
0.2% above its February 2020 level.92
Small businesses like Daan Go continue to feel the impact of delayed supplier shipments and
increase in raw material prices. Overall supply of raw materials continues to be delayed due to
“unforeseen trade regulations and production facility shutdowns…hindering of production capacity
and the industry’s overall supply chain”.93
Some examples of these regulations include increased sanitation measures and, in turn, inefficient
methods of production, all of which ultimately result in the inability for manufacturers to meet the
demand for their products.94 Daan Go also experiences this, with a delay in raw materials from its
supplier, presumedly stemming from problems down the line of the supply chain caused by ongoing
pandemic regulations.
The implications of the added regulatory burden invariably will corrode the bottom-line.
Fortunately, with the lifting of regulations on the horizon for Spring 2022, Daan Go is expected to
rebound in the post-pandemic era and reclaim all its lost gains.
Economic
An effect of the pandemic restrictions is that consumers are spending more at grocery stores in
order to “stock up”.95 Additionally, the rising inflation (5.1% according to Statistics Canada), has
weakened consumer purchasing power. 96 As such, staple goods have been prioritized over
discretionary spending (i.e., buying household necessities over specialty treats). However, with the
economy expected to rebound as restrictions are lifted, this is only temporary.
From a consumer perspective, higher disposable income equates to higher spending on both staple
goods, such as bread, and discretionary goods, such as premium desserts.97 In times of crisis and
fear such as the COVID-19 pandemic, there is a trend for consumers to spend on “comfort” and
indulgences.98 Specifically, consumers are looking for food experiences that are “bolder, more
unique, and more exciting”, driving the demand for premium and specialty items.99 This results in
a demand for “higher quality that results from artisanal and crafted processes”.100 This trend is
expected to continue post-pandemic.101 In 2019, Canadian households spent on average $673 a
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year on bakery products, up from $587 a year in 2017.102
Given that many of its ingredients cannot be produced locally (e.g., durian, mangoes, and similar
exotic fruit-based ingredients), the fluctuation of supply prices will likely have an impact on how
Daan Go operates.103 For example, wheat and sugar are expected to be volatile in the next five
years, which will likely drive price pressures onto industry operators.104
For cookie and ice-cream manufacturers, this demand for premium and specialty items include
producing more unique and more novel flavours and combinations, including mashing it up with
candies.105
Additionally, food manufacturing jobs are filled by immigrants, at 31.6% – higher than the 25.6%
in all industries.106 In the labour market, the decline in immigration caused by border restrictions
(enacted due to the COVID-19 pandemic) has detracted “the strength in demand and labour
availability”, the cost of which has “outpaced the growth in the value of output since 2015”.107
Social
a) Dietary
Although Canadians are snacking more than before, as more Canadians adopt healthier dietary
trends, there is accordingly a similar trend towards healthier consumption, meaning consumer
preference is leaning away from high sugar and processed foods.108 Some examples include the
preference for organic ingredients, greater nutritional value, higher-quality ingredients, or a more
consistent texture.109 To meet the rising demand or higher-quality products, industry operators
have begun introducing alternatives to its main product line.110
According to a survey conducted by MRI-Simmons, “natural” or “organic” is the top attribute
consumers look for when buying food, with sales of natural products increasing about 16% yearover-year in January 2021.111 Consumers also looked for “low-sodium” and “sugar-free” as their
next top attributes.112
Daan Go is also a producer of ice cream. Ice cream demand is expected to drop to post-pandemic
levels as it is not a regularly consumed product in the average household.113 As mentioned above,
it has been on a rise due to consumer preference for comforting foods, which is expected to fade
post-pandemic.114
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However, novelty products, including the use of alternative milk products, will continue to perform
well and stand out to consumers, especially if they are on-the-go.115 The expected decrease in
demand for ice cream falls in line with the increasing preference for healthier alternatives.
b) Cultural
As discussed in Chapter 2, part of Daan Go’s success is due to its customers being part of the same
ethnic enclave. Daan Go’s management team states that its actual customers are of East and
Southeast populations, even though Daan Go wants to sell their products to everyone. To overcome
this, Daan Go must focus on strengthening its core competencies.
Nonetheless, Daan Go’s risk of increased direct competitors remain. With immigration rates
remaining strong, foreign and specialty bakeries are expected to increase in numbers as the
economy recovers.116
c) Pandemic & Post Pandemic Effects
The pandemic has forced many food retailers, including Daan Go, to partner up with food delivery
services such as Skip the Dishes, Uber Eats, and Door Dash. These partnerships are expected to
last as there has been an increasing number of orders placed every day. 117 These additional
distribution channels serve a market which would otherwise not be served because customers are
allowed to order on-demand, without planning ahead.
The permanent implications of the 2020 market surge including the eating habits that have formed
throughout the pandemic may become clearer in the coming months once the new variant becomes
managed. However, according to Bay Street online magazine, it is Canadian food delivery market
is projected to reach $98 billion by 2027, a massive increase from 2018 whereby the market was
worth $24 billion.118. This suggests an upward trend in competition among food delivery businesses
and consumers ordering and relying on takeout.
Technological
Although larger bread producers can mitigate any increased costs (e.g., resulting from increased
supply prices), smaller operators, such as Daan Go, “are generally unable to adjust to prices enough
to offset fluctuating input costs”.119 They may accomplish this by investing in new equipment and
technology “to further automate the production process and decrease costs associated with
labour”.120 Moreover, the processes employed by smaller bakeries, such as Daan Go, involve heavy
manual labour, and thus require a larger workforce to meet increasing demands.121
On the other hand, niche or artisanal bakeries, such as Daan Go, “are likely to remain competitive
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due to their niche product selection and localized presence” despite the challenges, as a small
bakery, in funding product development.122 This is because of the increased demand of specialty
and artisanal baked goods. As such, the industry is expected to grow in the number of operators
by 1.7% every year, with the majority of these new players not competing with large commercial
bakeries (such as Canada Bread or GWL).123
Environmental
Environmental conscience has also been at the forefront of North American society. Consumers
have pressured industry operators to consider their carbon footprint by buying local.124 In general,
there is an increasing preference in consumer food purchases for sustainable and recyclable
packaging and for plant-based foods. However, there is a delay by industry operators to adopt the
higher costs of sustainable packaging.125
Plans by the Canadian government to ban single-use plastics have been put on hold by the COVID19 pandemic, but major industry players are already reducing or eliminating the use of single-use
plastics in their operations.126 Although consumers are not expected to outright change their buying
behaviour based on the sustainability of packaging, “action follows intention in the long run”.127
Legal
Baking production continues to be regulated at the federal level by the Canadian Food Inspection
Agency with respect to the general protecting of consumer health, as well as the safety of the food
supply, including its packaging.128 Provincial and municipal regulators may also impose additional
regulatory requirements, such as sanitization protocols, which are expected to increase costs.129
As mentioned, there are plans in Canada to ban the use of single-use plastic. 130 But industry
operators should pay attention to the fact that just because something is legal does not mean that
consumers will view it favourably if there are detrimental effects.131
The federal government also imposes tariffs on certain imported baked goods, which support
domestic bakeries.132
Conclusions from PESTEL Analysis
Although overall growth across the industries in which Daan Go operates will remain relatively
stagnant due to the maturities of these industries, bakeries serving niche markets, like Daan Go,
will find themselves less impacted due to the uniqueness of their product and service offerings.133
Overall, the future growth in bakery sales depends on the foodservice rebound, export growth, and
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labour availability.134
Accompanying the increasing maturity (of any industry) is increased consolidation and
globalization activity.135 For a fast-growing bakery like Daan Go, there may be larger operators
ready to invest to outright buy it. Baker Siu is the only owner of the company. If Daan Go wanted
to facilitate investments to generate cashflow, it can do so by opening up its ownership structure
by offering additional shares.
Daan Go must be mindful in its price strategy because the price for the ingredients that are used to
make baked goods is expected to fluctuate volatilely and may significantly influence operators in
this industry.136 To counteract this, consumer disposable income is expected to grow, meaning a
corresponding growth for demand for premium products, which will boost industry performance.137
For Daan Go, this means ensuring that its margins are able to sustain increased costs of supplies
when pricing its products. However, this risk is minimized both by Daan Go’s niche market and
by the expected increase in consumer disposable income of its customer group. Generally, the
price of the products sought after by niche markets are inelastic because there is already a premium
on the price based on the unique nature of its products. Similarly, with rising consumer disposable
income, Daan Go also has the potential for gaining additional customers with increased money to
spend on its premium desserts.
Adoption of new equipment and technology is expected to increase across food industries,
including bakeries, which would push costs down. 138 Since Daan Go is already experiencing
bottleneck in its operations, it may benefit from investing in equipment or machinery that would
lower production time, resulting in cost savings and remaining competitive. Since Daan Go’s
production process is a step-by-step process that requires the completion of one stage before
moving on to the next, the bakery may explore streamlining and standardizing its production
process like an assembly line. This will also combat its bottleneck problem in its production.
Increased sustainability of business practices and product packaging will slightly influence
consumer behaviours to prefer sustainable business practices.139 Most of Daan Go’s packaging for
its products are recyclable, including its cake and macaron paper boxes, paper bags, and ice cream
cartons. As Daan Go continually changes its menu, it must continue to make product packaging
that is sustainable, so that potential customers are not deterred.

Porter’s 5 Forces
Porter’s Five Forces is an analysis that examines the competitive forces at play within an industry
and thus determine industry weaknesses and strengths.140 These five forces include: 1) competition
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in the industry; 2) potential of new entrants into the industry; 3) powers of suppliers; 4) powers of
customers; and 5) threats of substitute products.141
Competition in the Industry
IBISWorld classifies the competition within the bread producing sector as “medium and
increasing”.142 As with many mature markets, a large concentration (48%) of the market share of
bakeries is held by two national companies, while the rest consists mostly of smaller companies
such as retail bakeries with only one location and less than four employees.143 In the past few years,
large operators have been capturing a larger portion of the bread market share due to their
acquisitions of smaller companies.144 This is also true for the food industry in general, including
coffee and snack shops, as well as cookie producers.145
Although larger operators routinely engaged in price-based competition (assumedly with their
advancements in automatization and standardization), operators serving niche markets do not
necessarily have the same experience in either their product development or operations efficiencies.
That being said, smaller companies do not compete directly with larger operators due to the niche
nature of these newer and smaller companies. 146 However, smaller bakeries are expected to
increase in numbers, though their product and service offerings may differ so much that they do
not pose much threat to each other.147
More recently, an emerging trend can be observed as social preference gravitates towards healthier
eating habits and diets, these healthier or specialized options may become the competitor in that it
reduces the demand for less healthy alternatives.148
Potential of New Entrants into the Industry
Industry operators reduce logistics costs by locating their production facilities close to key
ingredient suppliers. 149 This strategy also appeals to consumer preferences of being more
sustainable. New entrants also situate themselves close to distributors, such as grocer stores within
major urban population centres, in order to reduce the cost of selling directly to consumers.150
However, as mentioned, smaller bakeries who serve a niche market may easily establish itself,
given their apparent abilities to differentiate themselves from one another.151 Furthermore, new
entrants face higher initial capital expenditures, such as equipment purchases, and also face
additional challenges down the road in order to fund the continual product research and
development.152
Given the maturity of the market, there is also increasing competition from foreign operators, as
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there is an anticipation that demand for imported bread will grow due to the “popularity of ethic
bread varieties and US packaged brands”.153
In other words, while there will likely be an increase in new entrants into the industry, it does not
necessarily equate to increased competition due to the varying demands of different types of baked
goods that are being met and their (fairly successful) differentiation strategy.
Powers of Suppliers
Over the past few years, supply chain vulnerabilities have been highlighted by pandemic
challenges, including: restrictions on travel, limited immigration and climate-related
emergencies. 154 Key ingredients for bread producers, such as wheat and sugar, continue to
experience volatility in its supply; as a result, costs have also been volatile.155 Without question,
bakeries must have these inputs in order to produce their goods. It is also noteworthy that many of
the key inputs required by industry operators are subsidized on the basis of their quotas (i.e.,
protected by national agricultural subsidisations and supply management).
Industry profits generally run inversely to the price of wheat.156 Although the biggest disruption at
the moment to the supply chain of this industry is the restrictions imposed due to the COVID-19
pandemic, operators are no strangers to the volatility of its inputs given that these are raw materials
– which prices have been fluctuating since 2015.157 In addition, Daan Go often uses imported key
inputs due to the nature of such inputs.158 For example, durian and mangoes and their derivates are
not grown or produced locally and must be imported. This further empowers Daan Go’s suppliers
to act unilaterally given that there is often only one supplier of non-local inputs that is available to
the bakery.
Although more so in relation to the power of customers, the key inputs required by operators are
also changing as to appear healthier to consumers (i.e., organic, gluten-free, nutrient-enhanced,
etc.159 This further restricts the suppliers from which an operator may choose to purchase its key
ingredients.
Powers of Customers
The income of customers is critical in the industry. In particular, the per capita disposable income
can influence consumer decisions (for example, on whether to purchase a grocery store privatelabel bread, or to purchase bread perceived to be higher-end due to its ingredients or adherence to
dietary regimes.160 In simpler terms, “when consumers have more disposable income, they tend to
spend more on their bread purchases” despite it being a staple within the Canadian diet.161 This is
also true for other baked goods.162
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Threats of Substitute Products
As dietary trends dictate the move towards healthier alternatives, production innovation in the
industry has been key in sustaining demand.163 As mentioned, there is a push for alternatives, such
as the use of organic, gluten-free or nutrient-enhanced ingredient, giving rise to new niche bakeries.
This trend is expected to continue with growth in the numbers of establishments expected to
increase 1.4% per year for the next five years, with the understanding that these smaller
establishments do not directly compute with one another or with the large industries. 164 The
demand for ethnic breads is also on the rise, and accordingly, the demand for imported products.165
In line with changing and more sophisticated consumer preferences, namely the adherence of
dietary trends perceived to be healthier, there exists many non-bread items that can substitute the
goods produced by this industry. As such, this may signify that the imports of substitute products
may pose a bigger threat to industry operators relative to new entrants.
Conclusion from Porter’s 5 Forces
Based on this analysis of Porter’s five forces, Daan Go operates on a product differentiation
strategy. In other words, Daan Go’s strategy is to be unique in the industry, catering towards a
niche market with its hand detailed baked goods. Daan Go also emphasizes its flavour profiles of
its goods, which are different than those offered by mainstream bakeries, and familiar with its target
market. In turn, customers appreciate the higher price of Daan Go’s desserts because the bakery
has positioned itself to meet their needs. Daan Go provides a sense of nostalgia and offers a unique
product taste that’s not readily available in supermarkets nor does a similar company provide a
similar product currently.
However, as a result of this product differentiation strategy, it becomes difficult for Daan Go to
lower its costs. The relatively constantly high bargaining power of Daan Go’s sole supplier remains
a challenge. Nonetheless, Daan Go remains innovative in terms of offering products with
alternative ingredients (e.g., gluten-free products, vegan products, etc.), so it can lower the threat
of these substitute products. Also, Daan Go should consider the health problems facing their target
market such as the high number of East Asians who are lactose intolerant – 67% and work to
provide alternative solutions.166 By catering to their needs, Daan Go has the opportunity to capture
more of the market share and create brand loyalty.
The supply chain issue already faced by Daan Go will only be exacerbated by today’s ongoing
supply chain issue. Daan Go needs to consider other supply chain partners that are in North
America, or consider using more local ingredients that can be easily sourced. Daan Go cannot only
rely on one supplier for non-local input and must put more resources into finding more non-local
inputs or consider diversifying their product strategy that includes more local produce and/or
suppliers. This is a high risk that Daan Go has undertaken and needs to be addressed before the
supply chain issue disrupts Daan Go’s ability to make products and thereby, generate sales.
Although new entrants are faced with high costs as a barrier, Daan Go’s management team must
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consider the risks. For one, their products can be copied by any competitor given the lack of
intellectual property protections by the bakery. If a competitor takes their intellectual property, they
may be able to offer lower product pricing which can easily persuade customers to shop elsewhere
especially when they offer a wider shipping area. New entrants may look to create strategic
partnerships with supermarkets, restaurant chains directly which is also a risk to Daan Go as they
do not currently have these crucial partnerships and have only invested in a physical store front
with limited distribution channels above and beyond those of their physical store fronts.

SWOT Analysis
As mentioned, A SWOT (strengths, weaknesses, opportunities, and threats) analysis is used to
evaluate a company’s competitive position, including both internal and external factors. In a simple
swot, strengths and weaknesses or opportunities and threats are equal to each other, therefore a
minor weakness can balance a major strength. Without prioritization, some factors might be given
too much or too little emphasis and the most relevant factors might simply be overlooked. 167
Table A – SWOT Analysis
Importance. A number from 0.1 (not important) to 1.0 (very important) is assigned to each
strength, weakness, threat, and opportunities. In this report, the importance of a particular strength,
weakness, opportunities or threat is based on interview responses from Daan Go’s management
team, how it effects Daan Go’s operations, and whether a particular SWOT may be improved by
Daan Go’s actions. This means that factors that are out of Daan Go’s control were given a lower
rating of importance.
Rating/Probability. A score from 1 to 5 is given to each factor to indicate whether it is a major (5)
or a minor (1) strength for the company. The same rating should be assigned to the weaknesses
where 1 would mean a minor weakness and 5 a major weakness. For Threats/Opportunities (5)
would mean highly probable and (1) would mean highly improbable.
Score. Score is a result of importance multiplied by rating/probability. A company should focus on
factors with the highest scores.

Strengths

Importance

Rating

Score

1

5

5

A familiar name with certain demographic groups; recognized brand imaging,
including high publicity in local media outlets

0.7

5

3.5

Unique and niche, differentiated from other competitors

0.6

2

1.2

Continuous product innovation

0.5

3

1.5

Rising demand for Daan Go products

0.4

3

1.2

Gluten-free and vegan offerings

0.3

1

0.3

Continuous research and development

0.7

3

2.1

Owner popularity (winner of MasterChef Canada and of the KamCha tea
competition)
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Limited time or limited quantity products

0.6

4

2.4

Online and social media presence, with collaborations and giveaways

0.8

4

3.2

Flavour profile, high quality products and customer satisfaction

0.9

5

Importance

Rating

4.5
Score

1

5

5

Supplier inconsistency or delays, resulting in non-shipment of required key inputs

0.9

4

4.5

High employee turnover / low retention

0.5

5

2.5

Bottleneck operations or inability to meet all demand from all channels

0.9

4

4.5

Manual labour-intensive production processes leading to delays in shipping and
inability to fulfill orders

0.5

4

2.0

Lack of unifying logistics software (e.g., ERP or CRM)

0.6

3

1.8

Issues with delivery courier services and coordination/logistics

0.7

2

1.4

Inconsistent use of brand imaging

0.5

3

1.5

Limited partnerships with distribution channels

0.7

4

2.8

No intellectual property protections

0.5

3

1.5

Importance

Probability

Increased consumer income for discretionary spending

0.8

3

Score
2.4

Adoption of technologies in automatization and standardization

0.9

1

0.9

Partnerships with grocery stores

1.0

3

3.0

Partnerships with additional potential distributors

1.0

5

5.0

Importance

Probability

Score

Volatility of the price of key inputs

0.8

5

4.0

Limited suppliers for exotic ingredients

0.5

5

2.5

New entrants given the lack of patent or associated instrument to prevent copying

0.1

2

0.2

Changes to consumer dietary preferences

0.3

3

0.9

Competitors who copy Daan Go’s ideas

0.5

2

1.0

Weaknesses
Not a familiar name among all potential customers within its niche

Opportunities

Threats

Conclusions from the SWOT Analysis
Based on the SWOT analysis, this report recommends that Daan Go continue its use of Baker Siu’s
publicity in order to generate more sales because of its high score. In line with the growth stage,
Baker Siu can somewhat detach himself from the operations of the business to promote his personal
brand.
Daan Go’s next strength is its on its flavour profiles and use of high-quality ingredients scores the
second highest, so Daan Go might consider maintaining this strategy moving forward. Next, Daan
Go’s popularity among its ethnic enclave paves way for the bakery to continue leveraging this
strength.
Similarly, this report recommends that Daan Go’s continue its social media presence to entice more
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purchases of its products. Despite having many strengths, Daan Go might consider focusing on its
core strengths, as opposed to strengths such as its gluten-free and vegan offerings. This is because,
according to the situational analysis, there will be new competitors which specialize uniquely in
offerings with alternative ingredients, including gluten-free and vegan options.
Although being popular among certain ethnic enclaves, Daan Go’s strength is also its weakness
because the bakery fails to capture significant market share outside the niche it serves. Daan Go
currently partners with similar food services that characterize themselves as Euro-Asian fusion
based. To break through these barriers, Daan Go may consider partnering up with mainstream
grocery stores to increase its distribution, provided it can meet demand.
This report strongly suggests that Daan Go do what it can to fix its bottleneck in operations.
Although industry players will adopt automatization and standardization technology, Daan Go’s
current production facility may not be able to accommodate such equipment. Daan Go’s workforce
may also not be able to adapt to the implementation of these technologies.
Increased consumer spending will also play in Daan Go’s favour. However, given Daan Go’s
reliance on a single supplier of exotic ingredients, volatility in the costs of key inputs will continue
to pose be a threat to Daan Go’s bottom line.
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CHAPTER 6 – ALTERNATIVE GENERATION
Five Stages of Small Business Growth
The business theory of the Five Stages of Small Business Growth can assist Daan Go in determining
the next best steps for continuing its growth. Coined in 1983 in an article appearing in the Harvard
Business Review, these five stages of small business growth are based on common problems
identified by small businesses at comparable stages of their respective development.168
The stages are:
1)
2)
3)
4)
5)

existence
survival
growth
expansion
maturity169

Research on the five stages by Scott and Bruce drew on the 1983 model by Churchill and Lewis,
as well as various other models, to determine what factors are important at every stage in order to
continue progress.170 The study also notes that a combination of various factors, accompanied by
some external factor or force that drives a business from one stage to another, although it is possible
for business to be in-between stage, exhibiting features of more than one stage.171 See Appendix
H for an elaboration of the five stages of growth.
Although there is no one-size-fit-all checklist that makes this determination, this analysis can
inform the scope of options available to Daan Go given its stage of growth. Daan Go is currently
at the third stage of growth, and this provides a basis for an implantation plan.

Daan Go: Stage III – Growth
With the outcomes of the analyses in previous chapters, we can determine Daan Go’s stage of
growth as it relates to the framework of the Five Stages of Small Business Growth.
As the owner, Baker Siu is still very involved with the everyday operations of his entrepreneurial
bakery and continues to be the face of Daan Go. Baker Siu still has the final say on what strategic
and managerial decisions are made. His finances are still very intertwined with the business as he
continues to search for investors to help Daan Go’s growth.
Based on the analysis conducted, Daan Go’s competitive strategy is differentiation, at the expense
of cost reduction (i.e., economies of scale). Although Daan Go’s management team would prefer
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to see higher margins on its sales, the unique nature of the bakery caters to customers who have a
disposable income to spend on Daan Go products as part of their celebrations. As the economy
recovers from the COVID-19 pandemic, disposable income in general is expected to rise. This
means that Daan Go can continue its focus on differentiation of its products as it penetrates new
markets as part of its growth strategy.
Daan Go is clearly experiencing rapid growth. Daan Go has opened another storefront (in
Richmond Hill) in the past year and yet another in 2022 to serve another market in the region
(Mississauga). Since Daan Go began a partnership with a café in Ottawa, it had also begun to
experience issues with meeting demand across distribution channels, with bottleneck operations
occurring when meeting demand.

Key Issue Introduction
Throughout the course of this paper, Daan Go’s operations has been analyzed through a business
case study, environmental analysis and marketing analysis. Now, the paper will shift gears based
on the data gathered above and a careful examination of three key issues will be examined in line
with the findings above. Specifically, the next market expansion of the bakery in terms of
ownership, geographic location and distribution penetrating non-Asian markets. Next, issues
regarding bottleneck operations as well as human resources will be explored respectively as
visually represented in the table below.
Table B – Multi-Criteria Decision-Making Matrix
Issues→ Issue #1: Market
Expansion
↓Alternatives
(marketing)
Alternative
Market research
#1
Alternative
Franchising
#2
Alternative
Additional distribution
#3
channels

Issue #2: Bottleneck
Operations
(operational)
Standardization and
automatization
Outsourcing
Additional production
facility

Issue #3: Human
Resources
(operational)
Standardization and
automatization
Adding to HR value
chain
Implementing
information systems

Issue #1: The Next Market Expansion
Based on the marketing analysis above, Daan Go operates with a market development strategy,
meaning that it wants to enter new markets with its existing products. Given that Daan Go only
occasionally introduces new products, its current biggest risk relates to entering new markets and
the associated costs.
Ownership
In terms of its distribution, this report recommends that Daan Go decide whether to maintain control
of all stores as it penetrates new markets or if it should consider franchising as an option for
expansion.
Geographic Location
The bakery continues to focus on market expansion in other geographic locations. If Baker Siu
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wishes to open another store, they must employ a strategic approach to determining which market
and location. This would involve primary and secondary market research of demographics,
consumer trends and the availability of local and regional expansion incentives.
Distribution: Penetrating Non-Asian Markets
The bakery may also attempt to penetrate non-Asian markets and establish a customer base by
exploring grocery stores and the like as additional distribution channels, instead of primarily
focusing on opening storefronts where there is a high East Asian and Southeast Asian demographic.

Issue #2: Bottleneck Operations
Daan Go has been experiencing bottleneck operations in its production of baked goods. This means
that goods are unable to reach their final destination or selling point due to a delay in the bakery’s
production cycle. In the interim, Daan Go and its partners in its distribution channels have agreed
to order a set number of goods per order instead of trying to meet all demand for these channels.
This delay necessarily slows the business’ growth.
In terms of its strategic and operational goals, Daan Go’s management team has indicated that they
would like to see higher margins on its goods as the business grows. However, it is difficult for a
business to focus on lowering costs while focusing on market development, all the while having its
production unable to meet the new demand stemming from additional distribution points. In
theory, Daan Go’s goals of becoming a mass bakery contradicts with entering new markets given
that they are different competitive strategies. However, this does not mean Daan Go cannot achieve
savings from economies of scale while growing its business.
Options to cure this defect include increasing standardization and automatization of its production,
the possibility of de-integration and outsourcing, and opening another production facility. This is
something Daan Go may consider doing in order to continue meet its increasing demand due to its
rapid growth. From a purely financial point of view, this report recommends that Daan Go conduct
long-term budgetary forecasts in order to determine the most viable option.

Issue #3: Human Resources
While Baker Siu has two dedicated righthand people and two dedicated managers, Daan Go
continues to experience a high turnover rate with frontline employees, which affects the ultimate
production of the bakery. By its very nature, the production of Daan Go’s goods is very labourintensive. This amplifies the bottleneck operations the bakery is facing because it takes over two
weeks to train an employee to work in the production department. As the management team has
indicated, there is little incentive for entry-level employees to go beyond doing the minimum,
regardless of whether the employees work in production or front-of-house. The bakery also has
limited standard operating processes in place and does not have interactive and integrated training
delivered through a computer system. To combat this, Daan Go may consider integrated training
with delivery via a computer system. It can also add to the human resource value chain, by offering
incentives to employees whether it be stock options or opportunities for career advancements. Daan
Go may also invest in information and resource management systems to better allocate its
resources.
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Multi-Criteria Decision-Making Matrix
With this in mind, we evaluate Daan Go’s possible solutions using a multi-criteria decision-making
approach. The criteria include implementation difficulty, integration and adoption difficulty,
operational costs, and associated risks.
Criteria #1: Implementation Requirements
Implementation difficulty includes the initial cost base required to set up a particular alternative.
We consider whether Daan Go can implement a particular alternative on its own, or if outside
assistance is required. We also consider whether Daan Go has the capacity to implement a
particular alternative, including its physical and human resource limitations. A rating of 1 denotes
minimal requirements and a rating of 5 denotes stringent requirements.
Criteria #2: Integration and Adoption Requirements
The integration and adoption difficulty relate to how an alternative might fit with Daan Go’s current
strategy, operations and management. It also relates to how staff will perceive and react to these
changes. A rating of 1 denotes minimal barriers to integration and adoption and a rating of 5 denotes
high barriers.
Criteria #3: Operational Costs
The ongoing operational costs of a particular alternative and its associate cost savings, if any, are
perhaps more important for Daan Go given its limited liquidity. A rating of 1 denotes no ongoing
operational costs and a rating of 5 denotes high ongoing operational costs. These costs are based
on interview responses.
Criteria #4: Associated Risks
There are risks associated with any potential solution. Some alternatives will have higher risks
than others. Each type of risk carries a different weight and impact it will have on the bakery. A
rating of 1 denotes low impact of associated risks and a rating of 5 notes high impact of associated
risks.
Next, using a multi-criteria decision-making matrix, this chapter presents an evaluation of
alternative solutions for the strategic issues identified in this report. This section analyzes
alternative solutions for each of the strategic growth issues Daan Go is facing. We evaluate each
possible solution against the multi-criteria decision-making matrix and determine its total rating
out of 20.
Each criterion is given a numeric rating from 1 to 5, with 1 being least intrusive and 5 being most
problematic. The rating of 3 denotes a neutral position. This produces the total score for each
possible solution, with a 4/20 being the minimum and a 20/20 being the maximum. A lower score
suggest that a particular alternative has limited barriers and risks during its implementation and use
within the Daan Go environment. A higher score suggests that that there are many potential barriers
and risks with using this alternative and may not be suitable for Daan Go at its current stage of
growth.
While a multi-criteria decision-making matrix is used to evaluate each alternative, financials and
business analytics have not been considered in this evaluation. Daan Go may explore evaluating
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these additional criteria order to fully inform its decision-making process because business
analytics, which involves the collection and use of big data, “is one of the most important concepts
in all companies and plays a major role in determining the strategies and decision-making processes
of companies”.172 Businesses “depend on being agile and their managers making the best possible
decisions to respond to market-drive forces in a timely manner”.173 By having data available,
managers can make “better and faster decisions based on data rather than insightful choices”, which
is “now more critical than ever” in a rapidly evolving business environment.174
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Issue #1: Market Expansion
Daan Go wants to expand its market reach and penetrate new markets. It can consider market
research of potential future markets to penetrate, establish itself as a franchisor, or increase
additional distribution channels by partnering up with stores that are already established in that
area. This matrix does not consider Daan Go’s inability to consistently meet all demand, which is
addressed in issue #2 below dealing with bottleneck operations.
Table C – Evaluating Alternative Solutions to Market Expansion Challenge

↓Criteria

Alternatives→ Alternative #1:
Market Research

1. Implementation
Requirements
2. Integration & Adoption
Requirements
3. Operational Costs
4. Associated Risks
TOTAL RATING
(min: 4; max: 20)

Alternative #2:
Franchising

Alternative #3
Additional Distribution
Channels

4

5

1

2

5

1

1
1

5
5

2
3

8

20

7

Alternative #1: Market Research
In the past, Daan Go has opened new storefronts based on customer feedback, without conducting
formal market research. Given the concentration of its stores in the Greater Toronto Area, Daan Go
should consider conducting market research to determine which location it should open its next
store. For example, it would be beneficial if the bakery could identify its target customers in every
market it tries to penetrate. As determined by the management team, Daan Go’s main customers
are primarily of East Asian and Southeast Asian descent and the bakery may expect to rely on its
strength of being a recognized name in the Chinese and ethnic business communities to leverage
new customers in new markets.
Its management team can conduct market research itself through publicly available data (e.g.,
census data and local business associations). However, Daan Go managers indicate that they are
already stretched to the limit. In this case, Daan Go might consider hiring professional assistance
in conducting this research to determine the next market to open another storefront. This could
mean a high, but not restrictive, costs at having a formal market analysis done professionally, which
will likely also provide recommendations to Daan Go based on the research outcome. Based on
interview responses with Daan Go’s management team, this may cost around $10,000.175
There is very little integration and adoption requirements associated with this alternative, other than
for Daan Go’s management team to rely on this data and their decision to rely on any
recommendations from the market research report. There are no ongoing operational costs
specifically tied to conducting market research (although there are costs associated with opening a
new storefront in a new location). There is not much risk associated with obtaining a market
research report of potential markets, except for errors that may be made by the party conducting
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this research.
As seen in Table C above, the overall score for this alternative is 8 out of 20, meaning there are
some, but limited, barriers to implementing this alternative. In terms of its biggest impediment, the
implementation aspect of the market research, being the opening of new storefronts, may be the
most restrictive to Daan Go and scores a 4 out of 5. Since Daan Go has experience in opening new
stores, integration and adoption scores a 2 out of 5, with the remaining 2 criterion scoring a 1 out
of 5.
Alternative #2 Franchising
In line with the Five Stages of Small Business Growth, allowing franchises would reduce the
involvement of Baker Siu in the consumer-facing side of the bakery. However, given the
organizational and legal requirements of starting up a franchise, and given the unknowns with
franchisees, this option carries high requirements and risks. For example, the current workload of
Daan Go’s management team likely makes it difficult for them to dedicate additional time to any
administrative procedures required to set up a franchise. Daan Go will likely need to employ
outside assistance to make this possible, including using business valuators and legal advisors. To
be successful, Daan Go would need to package their winning formula in a way that both supports
franchisees and controlls their operations and product quality, variety and availability.
The standardization required by franchising would also risk increased attention to Daan Go’s own
branding. Daan Go would need to review their branded characters and logos to ensure that they are
unique and not associated with other recognizable copyrighted or registered figures to alleviate any
risks of lawsuits for prohibited uses of intellectual property. Additionally, Daan Go’s constantly
changing menu and unique item requirements may drive up setup costs and ongoing maintenance
costs for both Daan Go and its franchisees. The question of production remains an issue because
the franchisor commonly provides the product to franchisees. If Daan Go is responsible for
providing the final goods to a franchisee, but fails to do so, then it may also face backlash from the
franchisee.
As seen in Table C above, this alternative generates a score of 20 out of 20, meaning that Daan Go
is likely to encounter considerable barriers and risks with pursuing this option.
Alternative #3: Additional Distribution Channels
Since Daan Go already partners with other vendors to move its products, this alternative is one that
is the most familiar to the bakery. There are little ongoing operational costs and little need for
additional human resources to increase its partnerships, other than the coordination required by the
management team. As identified in the situational analysis above (in Chapter 5), unique bakeries
like Daan Go that serve niche markets have distribution channels in already established vendors in
urban centres (e.g., in grocery stores). This may give Daan Go the opportunity to penetrate nonAsian markets if its products are also sold in mainstream grocery stores (versus Asian speciality
grocery stores or Euro-Asian food services). The acceptance of Daan Go products by non-Asian
customers is not established at this point but Daan Go might consider relying on their partners to
forecast market needs and trends in partner markets. This may also assist Daan Go in determining
whether there is actual demand for its product in a particular market.
As seen in Table C, this alternative scores the lowest (7 out of 20). There are limited barriers in
terms of implementation and integration and adoption. Increased operational costs stem from the
need for Daan Go’s management team to coordinate with partner vendors, although this overhead
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is expected to be minimal. The biggest risk of this alternative is the cooperation of partner vendors
and ensuring that these partners will maintain Daan Go’s product quality.
Recommendation:
Alternative #3: Adding Distribution Channels
As shown in the multi-criteria decision-making matrix, the alternative of adding distribution
channels scored the lowest, meaning it is the most preferred option. We recommend Daan Go
adding distribution partners to allow for additional market reach, including penetrating non-Asian
markets. For example, placement of Daan Go products in mainstream grocery stores would boost
its presence in the market to attract non-Asian customers. Given Daan Go’s familiarity with
working with distribution partners, this option presents itself to be the most feasible. However,
based on Daan Go’s historic preference of owning its own brick-and-mortar storefronts, it may also
pursue opening another one should its finances and capital allow.
As seen in Table C, market research to open a new storefront is the next alternative with the least
barriers and risks. Absent the necessary funds to open another store, Daan Go’s current feasible
option is to consider working with additional vendors to sell its goods. As mentioned, this
evaluation does not address the issue of bottleneck operations that Daan Go is currently facing.
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Issue #2: Bottleneck Operations
Perhaps the most pressing issue faced by Daan Go is the bottleneck caused by supplier delays, high
employee turnover, and its reliance on the bakery’s single production facility at its Scarborough
location. Without fixing bottleneck operations, Daan Go will not meet the demand for all of its
products. In other words, it may not be worthwhile for Daan Go to pursue other growth goals if it
cannot fully meet current demand. This would hurt Daan Go’s image and its capabilities, causing
the bakery to experience an obstacle to its growth.
Table D – Evaluating Alternative Solutions to Bottleneck Operations
Alternatives→ Alternative #1:
Standardization &
↓Criteria
automatization
1. Implementation
5
Requirements
2. Integration & Adoption
4
Requirements
3. Operational Costs
3
4. Associated Risks
4
TOTAL RATING
16
(min: 4; max: 20)

Alternative #2:
Outsourcing

Alternative #3
Additional production
facility

5

4

2

3

3
4

3
2

14

12

Alternative #1: Standardization & Automatization
In the situation analysis above, food manufacturers and bread producers are increasingly using
automation in their operational processes in order to reduce labour costs. Since one of Daan Go’s
goals is to become a wholesaler and mass producer of cakes, the bakery may benefit from
standardizing and automating its production processes.
The initial requirements of this alternative include a high cost for the installation of equipment.
Managers would then need to learn how to operate the machine in order to train the staff. Many of
Daan Go’s processes require industrial machines specifically tailored for cake production or
custom-made machines. The bakery has done this in the past, spending upwards to $3,000 to
$4,000 on a new cake moulds. Additionally, the product decorations are also labour-intensive,
requiring staff to spend a significant time on them. It may not be feasible for Daan Go to obtain a
machine that could replicate this sort of human detail on its decoration.
The theoretical advantage of standardizing and automating processes is that the staff’s time would
free up for other tasks that cannot be standardized or automated. On the other hand, staff would
need to learn how to operate a machine versus creating it by hand. As with the adoption of any
piece of machinery, there will be ongoing operational, as well as maintenance and repair costs
associated with it. If the machine malfunctions or stop working for any reason, this could cause
additional bottleneck. We also take Daan Go’s current production facility, which is unlikely to
accommodate mass production machinery due to the limited space available.
Based on the nature of its operations, Daan Go’s options for standardization and automatization of
its processes are limited. At Daan Go’s current stage, it may not make sense to invest in wholesale
machinery, a decision determined after a thorough analysis of Daan Go’s financial statements, the
particulars of which are confidential. However, there may be room for benefit for the
automatization of menial tasks that are labour intensive. For example, a device that automatizes
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the process of putting a plastic sheet around certain cakes and the individual slices sold in store or
a device that bottles and labels the milk teas automatically.
As seen in Table D above, this alternative carriers considerable barriers in all categories, scoring a
16 out of a total of 20. This is the highest score of all three alternatives, meaning it may not be
suitable for Daan Go at its current stage of growth with its current production facility size.
Alternative #2: Outsourcing
Given the space limitation at Daan Go’s production facility, outsourcing of certain processes can
alleviate its bottleneck. For example, Daan Go could hire a company to focus on packaging its
products for intermediate suppliers or to package many of its goods to ready them for retail sale.
However, this would still require Daan Go to deliver bulk amounts of their final goods for
processing. There may also be the risk of delays from third-party assistance (or even a failure of
the third-party to uphold its end of the deal), so this may potentially aggravate the bottleneck
situation. Although Baker Siu has indicated that he does not mind if competitors try to copy his
ideas, there is also the risk of an intermediate party and their staff emulating Baker Siu’s business
ideas. The Daan Go management team would also have to dedicate additional time working with
this third party and regularly coordinating between the third party and the production team in terms
of its overall process.
Despite these drawbacks from outsourcing, Daan Go could benefit from having mundane tasks
taken off its plate. If the risks are mitigated, outsourcing allows Daan Go to focus on meeting larger
production quotes without worrying about intermediate processes that may delay its operations.
This may also allow Baker Siu and his management team to somewhat detach from the daily
operation. Daan Go’s risks with this alternative also include the third-party failing to output
products that are of Daan Go’s high quality.
As seen in Table D, this alternative is similarly high in barriers and risks to Daan Go and may not
be suitable for Daan Go at this point, scoring a 14 out of 20.
Alternative #3: Additional Production Facility
With only one production facility for a rapidly growing business, Daan Go’s bottleneck is very
much attributable to its lack of production capability. Opening up a new production facility
requires a significant amount of planning initially. Daan Go’s management team would need to
dedicate time setting up the logistics of the new facility, including hiring and training the necessary
staff to operate it. However, once established, the new production facility can be treated as a
department. This configuration is similar to how Daan Go already organizes itself. Running an
entire production facility obviously has ongoing costs, including rent, utilities, and staff wages.
In the long run, if multiple production facilities are within the same region, it would make sense
to separate production lines amongst the production facility as to benefit from each facility
specializing in producing certain goods. Although this would mean additional logistical planning,
this would result in economies of scale, meaning a larger overall production to meet the bakery’s
growing demand.
As seen in Table D, this alternative scores the lowest out of the three options (12 out of 20), but
may still carry moderate barriers and risks, especially in terms of implementation and adoption and
integration because of the coordination required given Daan Go’s use of its storefronts as hubs in
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distributing its products.
Recommendation:
Alternative #3: Additional Production Facility
Since Daan Go is already familiar with configuring a baking facility, we recommend that Daan Go
pursue adding an additional production facility to its operations. Given the business’ rapid growth
and expansion, Daan Go may lose out on potential sales by not meeting demand from all
distribution channels for their goods. Opening a new production facility may also allow the bakery
to actually consider purchasing customized equipment to streamline some of its processes because
there would be less space limitations.
Strategically speaking, given that Daan Go already has experience with operating a production
facility, the bakery will also know how to mitigate the associated risks. Although opening another
production facility to focus production lines at each facility may increase logistical and distribution
costs in the interim, meeting all demand may help Daan Go achieve its goals of increasing its
existing market share and penetrating new markets.
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Issue #3: Human Resources
An orientation program “provide general support and introductions to key individuals”. 176
However, job performance expectations are to be realistic.177 Daan Go has seen a higher turnover
rate (i.e., low employee retention rate), especially for its entry-level staff. The management team
indicates this is because of their labour-intensive processes, which require hard work.
Table E – Evaluating Alternative Solutions to Human Resource Issues

↓Criteria

Alternatives→ Alternative #1:
Standardization &
automatization

1. Implementation
Requirements
2. Integration & Adoption
Requirements
3. Operational Costs
4. Associated Risks
TOTAL RATING
(min: 4; max: 20)

Alternative #2:
Adding to HR
value chain

Alternative #3
Implementing Information
and Resource Management
Systems

5

5

5

4

3

4

3
4

3
1

4
4

16

12

17

Alternative #1: Standardization & Automatization
New employee orientation and training at Daan Go is currently done in-person by a manager or
supervisor. Digitalizing these training modules could reduce orientation and onboarding time, as
well as managerial/supervisory involvement. However, it would require Daan Go management to
work closely with a third party in developing these training modules. The third party would have
to be a professional who is familiar with digitizing and making training modules. This would
require a high setup cost. Daan Go’s constantly changing menu also complicates any
standardization and automatization. Many of its items are seasonal and each item has different
requirements.
As seen in Table E, this alternative scores a 16 out of 20, with the implementation requirements
being the biggest barrier and risk. As discussed above in the bottleneck issue above (issue #2),
Daan Go’s current production facility may not be able to accommodate mass production equipment
and machinery, so this alternative may not be suitable for Daan Go at this stage.
Alternative #2: Adding to HR Value Chain
Daan Go’s management team has indicated that not all employees fit into the company culture.
This sentiment is echoed as a dominant concern by organizational leaders across the world because
levels of employee engagement have “an indirect impact on important organizational outcomes”.178
To encourage this, Daan Go might consider adding to its human resource value chain. The easiest
example is to increase wages because compensation systems can have a positive impact on
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employee performance, commitment, retention and satisfaction.
Due to Daan Go’s need for additional financing, it could also consider offering employees the
options to buy bakery stocks. This may pave the way in the future for Daan Go to issue shares in
its company to private lenders. Since this model does not already exist at Daan Go, it likely requires
professional assistance from accountants and lawyers for its initial set up. However, employees
who decide to participate in buying Daan Go shares would be given a sense of meaning, given their
desire for the share prices to rise overtime. In other words, it also functions as a bonus linked to
the company’s performance as a whole.
Daan Go may also concurrently foster employee development and career management with its
employees. This would “enhance an employee’s contribution to organizational goals”.179 As Daan
Go looks to grow its business by penetrating new markets and opening new stores, it might consider
working with its existing employees to develop future managers to run these new operations as it
has done so in the past.
As seen in Table E above, this option scores the lowest (12 out of 20), with the biggest impediment
being its implementation. The initial set-up of making a company tradable (the issuance of shares)
and allowing employees to buy stocks may be significant because professional assistance is likely
needed.
Alternative #3: Implementing Information and Resource Management Systems
Daan Go’s management team spends a considerable amount of time on tasks related to inventory,
orientation, accounting, and staff management. They do so because they lack formal information
and resource management systems (sometimes known as an Enterprise Resource Planning (ERP)
system). The initial implementation of such systems requires high set-up costs and a high-learning
curve from management.
Firstly, ERP systems are based on databases. A business will first need to track its business
resources, such as cash, raw materials, and production capacity. A business will also need to
determine its orders, purchase orders and payroll. An ERP system may also track how employees
are performing, determine benchmarks for standard operating processes, and establish customer
relations management processes. While Daan Go already does this to a limited degree, an
integrated ERP system would require high administrative costs to determine and record this
information. There may also be the risk that Daan Go’s management team ends up not using the
ERP system efficiently (or at all), after investing significant resources in introducing it.
However, Daan Go will eventually need to implement and adopt a fully integrated ERP system if
it desires business efficiency. Having an integrated system may allow managers to dedicate more
time that actually require human intervention, in contrasts to some of the tasks that they currently
take on which are mundane and redundant. As seen in Table E above, there are the most barriers
and risks associated with this options, scoring a 17 out of 20. Due to the complexity involved with
the implementation and adoption of an ERP system, this option may not be suitable for Daan Go at
its current stage.
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Recommendation
Alternative #2: Adding to HR Value Chain
In the short-run, Daan Go may not have the appetite to implement an ERP system given the high
set-up costs and associated risks, although we recommend that Daan Go’s management team begin
considering their options of an ERP system given their rapid expansion. ERP implementation is
“one of the most widely accepted choices to obtain a competitive advantage for manufacturing
companies because it not only allows for “seamless integration of processes across functional areas
with improved workflow, standardization of various business practices, and access to real-time
data”, but it also “[processes] transactions efficiently” and “[provides] organized record keeping
structures for such transactions”.180 In fact, research has found that ERP systems also help in lean
production models.181
In the interim, Daan Go may consider alleviating some of its human resource issues by adding to
its value chain. This alternative is supported by academic and industry research. Implementing it
is also feasible for Daan Go at its current stage. Although this means additional costs (e.g., wages),
a lower retention rate means less time spent on new employee orientation and less disruptions to
its operations, which may also help alleviate further bottleneck issues. Offering stock options to
employees may also bring Daan Go to a point to allow the bakery to issue shares to private lenders
in exchange for financing to support its rapid growth.
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Recommendations
Combined with the situational analysis above, we recommend that Daan Go pay attention to its
cashflow and there are many risks to its liquidity, including a fast-growing business that requires a
large amount of cash to sustain its rapid growth.
As noted in the situational analysis, bread manufactures are increasingly adopting new equipment
and technologies that reduce their production costs. Similarly, the adoption of formal systems and
sets of procedures can streamline the management of the business and ultimately reduce overhead
management costs. Although Daan Go’s novelty comes from its hand-piped designs, to meet an
increasing demand, it might consider reorganizing its operational processes, including abandoning
some detailed designs in favour of stamps and other baking equipment that standardize and
automatize current work processes. In the next few years, we recommend that Daan Go increase
its margins for it to succeed.
Daan Go has some standard processes in place. However, the managers are overworked as teams
become larger and less directly manageable, as seen in the third stage of this model. In line with
the adoption of technologies, enterprise resource planning (“ERP”) systems can significantly
reduce manager labour by providing managers with insights and analytics on the overall business.
Although there are high set up costs associated with it, ERP systems can track how employees are
performing, determine benchmarks for standard operating processes, and establish customer
relations management processes.
Next, Baker Siu may consider partly detach himself from Daan Go’s operations and focus more on
using his publicity to generate additional sales if he wants Daan Go to grow efficiently. To do this,
he can consider delegating tasks and hire more staff to produce enough of its desserts to match their
demand. Similarly, the company needs a separate research and development team with its sole
focus on developing new products. As noted in Chapter 3, the management team estimates that a
new cake design can cost up to $10,000 in trial and error by Baker Siu. Managers that are dedicated
to Baker Siu’s cause and Daan Go’s vision can oversee these new departments, while professionals
can be hired to provide an objective perspective and consulting. This would also add organizational
structure to the company, thereby allowing it to grow successfully. At the same time, this would
allow Baker Siu to partly detach from operations, without sacrificing his personal brand.
By expanding its capability to meet demand for its products, the company can enter other markets,
such as corporate gifting, which can be a significant source of revenue. This would further push
Daan Go’s growth in terms of revenue and in terms of its brand.
Lastly, but most importantly, we strongly suggest that Daan Go communicate its vision, mission,
values, and goals to its employees and third-party, external services that work with them, so that
the overall operations of the business continue to support these strategic focuses and plans.
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CHAPTER 7 – IMPLEMENTATION PLAN
Based on the findings above and recommendations, Daan Go must now strategically and
operationally plan as the business continues its rapid growth. Common themes found above are
applied in the implementation plan, consisting of a strategic plan and a marketing plan. By having
these plans in place, Daan Go can reach its short-term and long-term goals and objectives by having
a focused plan of action.

Strategic Plan
One-Year Marketing Objective
Expansion of Product Distribution Through Strategic Partnerships
While Daan Go is aggressively expanding its flagship retail bakeries, we recommend that Daan Go
look to expand their presence through different partnerships with other brands. Not only would this
decrease Daan Go’s initial financial investment, but this will also help to increase their presence in
other markets. This would act as a great “test run” to help determine Daan Go where to expand in
the next five years. We recommend that Daan Go look to partner with restaurants, boutique shops
both inside and outside of their current demographic area, a continuation of its similar partnerships
with food retailers in Toronto, Ottawa, and Montreal, as a way to increase sales and test out
potential markets. Daan Go should also consider grocery stores as additional distribution channels
into the general population (as opposed to its traditional approach of serving its niche market).
Expansion into Corporate Opportunities
There are also many corporate gifting opportunities, which, in light of its rapid expansion, would
be worthy of Daan Go’s consideration. A corporate gifting program would allow Daan Go to
capitalize on the corporate market and compete with other bakeries in the GTA such as Sweet Flour,
which ships its cookies across the country. 182 Daan Go already offers macaron and cake
customization services – the bakery just needs to promote this service and add a few extra product
options such as corporate boxes, personalized corporate logos, cards and stickers. In addition, we
recommend Daan Go provide a seamless bulk order and delivery form on their corporate website.
These recommendations are to be completed ahead of Q4 2022 to allow for the brand to capitalize
on the holiday sales.
Diversify Presence on Social Media Platforms
Daan Go needs to expand their social media presence. On TikTok alone, 40,300 people have
watched videos related to Daan Go through the hashtag, #Daango, and 36,500 people for
#daangocakelab.183 However, Daan Go does not have any corporate TikTok presence. This is a
significant missed opportunity for Daan Go where they can capture captive audiences with their
drool-worthy treats, and another way to engage with a younger audience. Although TikTok might
consist of younger users, it is important that Daan Go considers this captive audience as many will

182

Sweet Flour. (n.d.). Corporate Gifting. Sweet Flour. Retrieved February 14, 2022, from:
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have a higher disposable income in the near future.
Consistency of Daan Go’s Packaging and Branding
Currently, most of Daan Go’s packaging is branded the same way, including its the cake and
macaron boxes; however, they do not currently brand their ice cream containers, cookie packaging
and drink bottles the same way. Employee uniforms, although within the similar pastel color
scheme, do not have the fruit pattern on the apron nor on the shirts underneath. To succeed, Daan
Go needs to remain consistent with its packaging by adding the Daan Go logo stickers to all of their
products. It can also consider giving away stickers with the Daan Go logo and fruit design as a fun
way to promote its brand even after customers have already finished their Daan Go desserts.
Five-Year Marketing Objective
Expanding out of the Greater Toronto Area
Daan Go is currently expanding their flagship stores in and around the Greater Toronto Area with
their most recent opening in Mississauga. In the next five years, Daan Go should look into
expansion outside of the Greater Toronto Area. Hamilton, Kitchener-Waterloo, Ottawa are good
options in Ontario as there is a large presence of Daan Go’s primary target market residing in those
geographic locations.184 Daan Go may consider expanding outside of Ontario as well, potentially
into Vancouver which is similar to Toronto’s geographic market.
Daan Go Catering
In succession of rebuilding its flagship restaurant business, Daan Go should consider building in a
catering option in the next five years. A catering business will be extremely lucrative as Daan Go
already has the necessary products in place. Catering for corporate events, weddings, fundraisers,
and charities will also expand Daan Go’s presence in communities and achieve further name
recognition. The catering business does not necessarily have to be focused on desserts but also their
breakfast/lunch options depending on their restaurant success. However, a full-fledged catering
service that provides end-to-end meal, desserts, and drink option would be a more appealing
catering service. Some of Daan Go’s competitors, identified in Chapter 4 above, already offer this
service.
Expansion of the Baker Siu’s Brand
Baker Siu and his publicity are part of Daan Go’s core competencies. As the winner of MasterChef
Season 7, Baker Siu has become a brand itself alongside his business through his successful
Instagram account. Baker Siu should capitalize on this by expanding his personal brand as well
through baking lessons, cookbooks, biography, cookware/bakeware line, etc. He is a very
successful entrepreneur and the visionary behind Daan Go. By building both of the brands up, his
personal business profile will also elevate Daan Go and vice versa. This is inline with suggestions
by the Five Stages of Small Business Growth framework that owners of small businesses can
eventually use profits from its successful business to start a new venture, or to completely detach
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themselves from the business. In Daan Go’s case, Baker Siu should not complete detach from the
business operations given the prominence of his personal brand and publicity.

Marketing Plan
Price Strategy
Daan Go currently has the following prices: $3 per cookie, $3.50 per macaron, $4.75 per milk tea,
$7 per cake slice and approximately $40 per cake with additions and customizations at an extra
cost. These low prices allow for market penetration with the current customers and permits market
development of new customers for growth. The time frame for using the current low prices for the
products it offers as a selling point for positioning the brand in the mind of the consumers should
not be more than two years.
Price strategies that Daan Go should use for their growth are explained below:
Penetration Pricing
Daan Go should continue to leverage its pricing structure to increase sales and market share. Once
market share has been captured, Daan Go should then increase their prices. The advantages of this
strategy include:
●

Being a disruptor in the market space as a result of the sudden increase in market share by
offering lower prices compared to its competitor

●

Encouraging word of mouth recommendations because of the affordable prices, loyalty
program offerings, referral coupons and extra touches such as free candles upon requests
for their cakes

●

The low price can act as a barrier to entry for potential competitors considering a similar
approach due to Daan Go’s first mover advantage in being a niche Asian inspired bakery185

However, Daan Go should be cognizant of the downsides of this pricing strategy which can include:
●

Creating an expectation of permanently low prices amongst its customers who switched
over - making it more difficult to increase the prices in the future

●

Might attract only customers who are interested in the bargain rather than truly loyal
customers which may result in those customers switching bakeries as soon as the prices
increase

●

This strategy may cause established competitors to retaliate by pleasing customers in other
ways to maintain their market share. For example, offering incentives such as buy one get

A first mover advantage is defined as “a firm’s ability to be better off than its competitors as a result of being first to
market in a new product category” that depend on industry dynamics. Suarez, F. F. and Lanzolla, G. (2005 April). The
half-truth of first-mover advantage. Harvard Business Review. Retrieved March 31, 2022, from:
https://hbr.org/2005/04/the-half-truth-of-first-moveradvantage#:~:text=A%20first%2Dmover%20advantage%20can,in%20a%20new%20product%20category.
185
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one free or more lucrative loyalty member offerings
Bundle Pricing
Daan Go can also incorporate bundling services at a reduced price, rather than only charging
different prices for all of the products it offers. Daan Go could entice customers to buy both a set
of macarons and a cake at a discount of 10% from the total cost when customers pay for a package
that includes a combination of both products. See Table B below. The advantages of this strategy
include:
●

The ability to sell the least popular product or service by pairing it with a popular item
through a bundle. For Daan Go it would be its celebration high-priced (customized) cakes
that cost on average $120 for the smallest size.

●

The perceived value accrued to the customers for the price paid for two extravagant baked
goods.

Nonetheless, possible issues that Daan Go must be aware of in regard to using this price strategy
include:
●

Customers feeling like they have to purchase a product that they do not really want.

●

Customers viewing the bundled services as inferior as they consider it to be the effort by
the business to sell the least popular product.

To avoid the aforementioned issues pertaining to bundles, it would be important to involve
customers and employees in the development of appropriate, market-desired, yet profitable
bundles.
Table F – Example of Bundling Macaron and Celebration Cakes

Individual prices
Using both services separately
Bundled at 15% discount
Savings

6 Boxes of 6 pcs
Macarons
$20.00/box

Specialty Themed Cake
$165.00
$285.00
$242.25
$37.35

Daan Go can mitigate the disadvantages for utilizing both strategies by marketing and
communicating to the customers that the price listed reflects the value and quality of their products.
The bundle can also be marketed as Daan Go’s way of ensuring that their clients’ satisfaction is
being tended to by both products at a more affordable cost. Hence, emphasizing the value of the
services to the consumers rather than the cost of sales.
However, within five years, as the business gains credibility, it is recommended that the prices
should increase. Of the competitors researched, the average price for a small box of macarons for
example is $24. Daan Go needs to gradually increase their prices to reflect those prices within the
industry while being more profitable moving forward. Especially since Daan Go only uses high
quality ingredients in their baked goods, this increase in price needs to be reflected in the price of
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the products being sold for Daan Go to remain profitable. Thus, an increase in price for their
products by 20% would be sufficient to stay competitive and make a profit at year three of
implementing the marketing plan.

Place (Distribution) Strategy
Daan Go’s baking is done in offsite locations through renting space. In order to save on one-time
renting costs and to create consistency within the business, Daan Go should consider obtaining a
set location to produce their baked goods. In other words, Daan Go should consider investing in
owning a production facility.
Based on Daan Go’s interests and the feasibility of expansion, it is recommended that Daan Go
partner with an already established business in the target geographic location. This partnership
would allow for the business to expand. It would also enable Daan Go to sell its products throughout
a specified region, while saving on costs of having a retail store there. Daan Go would need to
partner with someone whose vision is in line with their own, most likely through cultural affinities
within the network of Chinese communities across geographic locations. Some potential areas of
partnership could be with supermarkets and restaurant chains directly.

Advertising, Publicity and Promotional Activities
Inexpensive Methods of Advertisement
Since the company is currently quite small, the utilization of paid forms of advertising is limited.
Daan Go’s advertising strategy must be cost sensitive but still reach the target market with enough
richness (robustness and high amounts of valuable content). Currently, Daan Go pays around
$3,000 to $4,000 to work with a marketing company to promote its business.186
All advertising efforts must meet the objectives – to promote the brand, to be well positioned in the
market space, and to increase awareness of the service category. Some examples of cost-effective
marketing strategies include:
Peer to Peer (Word of Mouth)
We recommend that Daan Go expand its current referral program. It is important to encourage
current customers to actively engage in positive word of mouth marketing. This could be done by
providing incentives – i.e. 5%, 10% and 15% off the price of their products for every new client
brought in to entice customers to bring in more than one friend. This may enable the spread of
brand awareness which could potentially foster a brand community. This suggestion is particularly
important with corporate branding because orders can be more significant.
Social Media
For Daan Go to capitalize on the robustness that social media offers, Daan Go must take advantage
of TikTok because it is a fitting platform for showing baked goods. On this platform, Daan Go can
deliver visuals of their products through photos and videos and capture the “wow” factor it wishes
customers to experience when they see Daan Go desserts. Similarly, Daan Go can use Twitter as
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an avenue for communicating with current and prospective customers. Daan Go should continue
leveraging the success it has achieved through its interactive Instagram account.
Website
The website is the most critical form of communication as new customers and existing customers
will look to order their products online or browse the latest features on the company website. It
should contain rich and valuable information about all aspects of the business, must be user
friendly, and should be at the top of the search query.
Revamping the website and making it more user friendly will allow better opportunity to attract
potential consumers. The current state of Daan Go’s website is less than ideal as an effective (and
essential) communication medium. The ideal website should contain the company’s vision,
mission, description, services and provide basic educational information about the products Daan
Go offers. It should also be easily accessible from other advertising venues, such as social media
platforms like TikTok, Instagram and Twitter.
Get Published Online
Another great way to advertise the business is to submit articles on topics customers may be
interested in reputable websites. In exchange for content, some sites allow the inclusion of
backlinks to a website. This could provide additional traffic to their website and is a great way to
get established as an expert in the field – making the field more reputable. Daan Go can use this
medium to build up customers’ trust, awareness and knowledge about their products and offerings
and promote Baker Siu’s accomplishments in winning MasterChef Canada Season 7.
Cultivating Bloggers
If Daan Go has colleagues or connections to people who are writers, bloggers or in the media,
leveraging them to its advantage could be beneficial. Daan Go could also reach out to bloggers to
review their products by offering free products for a small fee. Daan Go can also write the blogs
themselves so it can connect with existing and potential customers more. Being active in this
business space by continuously blogging about industry related topic further adds to their
credibility. This can be with general small businesses, bakeries, or even with ethnic specific groups
and associations. Baker Siu is also passionate about his entrepreneurial background. This can also
be a topic of a blog.
Distribute Daan Go-branded Stickers
Daan Go can advertise its brand, even after customers have finished their desserts and the associated
photography, by handing out stickers with every order. These stickers should contain Daan Go’s
logo and fruit design. These stickers can also have cute animated figures of Daan Go desserts to
entice customers to post them around.
Daan Go’s management team can leverage its network to see if they can have the stickers designed
by a friend or supporter of the bakery for free. If this is not an option, Vistaprint has professional
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design services for $200 to $550 or self-help options.187 The cost of printing stickers depends on
the quantity, with the cheapest being $406.00 for 5000 single stickers.188
Networking & Word of Mouth
Another source of communication is networking. It is an excellent avenue for providing tangible
representation for a company’s brand. Person to person interaction is a way that Daan Go can
directly connect with potential consumers and provides the opportunity for establishing a longlasting relationship with them. Daan Go should partake in systematic networking, which involves
being selective to ensure that every opportunity is maximized and efficient. Such a format includes:
1. Reaching out to established organizations, such as supermarkets, festivals, select
restaurants.
2. Highlight key areas of the services such as the purpose and benefits as well as the business
in terms of values and areas of differences to other competitors. For example, being a niche
provider of baked goods.
3. Maintain contact with representatives from the organization and promote a call to action
by providing incentives to first time users as well as new referrals.
Although Daan Go communicates primarily through its online platforms, the bakery can target
older demographics this way as well, and through its distribution of stickers.

Five Year Financial Projections & Timeline
Note: Due to the gap in financials and the limited availability of sensitive company information,
the following projections are fictitious and were developed with the following assumptions.
The five-year financial projections are shown below. The purpose of this projection is to illustrate
numerically the importance of the recommendations mentioned above. $1.2-million is projected
for sales revenue in 2022 as an illustration and starting point. Daan Go can use this table to gain
insights into the percentage of costs relative to its revenues, or it can apply a multiplier to all
numbers to match its actual numbers. Revenue is divided into direct Daan Go sales (retail or online
ordering) and partnerships with other retailers. Revenue numbers increase in year two by 25% as
units increase by this percentage, which comes as a result of improved marketing activities and
standardized processes.
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Table G – Five Year Financial Projections
2022

REVENUES

2023

2024

2025

2026

SALES

$960,000.00

$1,200,000.00

$1,500,000.00

$1,875,000.00

$2,343,750.00

PARTNERSHIP

$240,000.00

$300,000.00

$375,000.00

$468,750.00

$585,937.56

TOTAL REVENUE

$1,200,000.00

$1,500,000.00

$1,875,000.00

$2,343,750.00

$2,929,687.56

INGREDIENTS

$600,000.00

$750,000.00

$937,500.00

$1,171,875.00

$1,464,843.72

ADVERTISING

$48,000.00

$72,000.00

$96,000.00

$120,000.00

$144,000.00

RENT

$120,000.00

$120,000.00

$180,000.00

$180,000.00

$180,000.00

LABOUR

$240,000.00

$240,000.00

$240,000.00

$240,000.00

$240,000.00

MACHINERY AND EQUIPMENT

$120,000.00

$180,000.00

$180,000.00

$180,000.00

$180,000.00

PROFESSIONAL SERVICES

$0.00

$60,000.00

$120,000.00

$120,000.00

$180,000.00

TOTAL EXPENSES

$1,128,000.00

$1,422,000.00

$1,753,500.00

$2,011,875.00

$2,388,843.72

INCOME

$72,000.00

$78,000.00

$121,500.00

$331,875.00

$540,843.72

EXPENSES

Ingredients are assumed to be 50% of the selling price and also increase by 25% per year with the
increase in desserts sold. Ordinarily, purchasers might receive a bulk discount for increased orders
from suppliers. However, given Daan Go’s rocky relationship with its supplier and the exotic
nature of these ingredients, the bakery may not realize any bulk discounts for increased orders. As
mentioned, worldwide supplies continue to be negatively affected by the ongoing health pandemic.
Based on Daan Go’s management team, the bakery currently spends $4,000 on advertising. As it
grows, Daan Go may include other marketing activities, including purchasing stickers to promote
its brand. To support its growth, we recommend that Daan Go increase this budget year over year
in an effort to capture a lager market share. This may include hire a professional marketing team,
including a dedicated social media manager instead of having its management team try to respond
to every inquiry.
Rent is assumed to be $2,500 per location per month, equalling $10,000 for four locations. By year
3, Daan Go must either rent or buy a space to establish a mass production facility. In line with this,
Daan Go should continue to invest in machinery and equipment to standardize and automatize its
production processes. This would also help alleviate the bottleneck Daan Go is currently facing.
Next, labour remains constant throughout because Daan Go will standardize and automatize its
processes, thereby reducing the need to hire additional production team members. The assumption
is a 10% increase in machinery spending. However, there will likely be the need for professional
advisors, such as a social media manager, product manager, research and development manager,
and so forth. It may be beneficial for Daan Go to spend the next year interviewing suitable
candidates for these positions. By year 3, we recommend Daan Go increase this spending to
oversee its new production facility and the overall management of its locations with the assistance
of professionals. This may allow Baker Siu to dedicate to working on increasing his personal brand
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Conclusion
Given Daan Go’s goals of being a mass producer or wholesaler of cakes, we recommend that Daan
Go consider transforming its structure and operations to something that resembles that of a larger
corporation. As such, it can realize economies of scale, synergistic efficiencies, and other benefits
that accompany large-scale operations. These changes may include standardizing and automatizing
its processes and the use of enterprise software and systems to make Daan Go’s operations more
efficient.
To accomplish and support this, we recommend that Daan Go expand into the mainstream markets
by adding additional distribution channels to increase its reach. This includes working with grocery
stores and similar food services to sell its products. In meeting its demand, Daan Go may consider
combatting the bottleneck in its operations. We strongly suggest that Daan Go expand its
production facility to accompany and meet the increase in demand for its products. Although
standardization and automatization of processes should also be at the forefront of Daan Go’s current
strategy, it may make more sense for the implementation of equipment after another production
site has been opened.
The standardization and automatization applies to the management of Daan Go’s operations as
well, including inventory, logistics and marketing. As the company continues its growth, Baker
Siu may consider detaching himself from Daan Go’s operations and allow professional advisors to
assist. This also includes the research and development portion of Daan Go’s products and services.
This may allow Baker Siu to focus on creating a bigger personal brand for himself, with a
complementary effect of boosting Daan Go’s popularity.
In the midst of these expansions, we recommend that Daan Go solidify and unify its strategic focus
and goals among its entire workforce. Strong implementation and marketing plans will assist Daan
Go in increasing its popularity and combat any challenges it may encounter as it continues its rapid
growth in a niche market.
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Appendix A – Research Ethics Board Approval

Click here to return to Chapter 2 – The Issue
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Appendix B – Daan Go Consent

Click here to return to Chapter 2 – The Issue
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Appendix C – Organizational Structure

Supervisor

Supervisor
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Kitchen Managers

Supervisor

Supervisor
Baker Siu (& Angela)
Owners
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Jennifer
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Source: J. Canedo, personal communications, 2021; D. Situ, personal communications, 2021 &
2022.
Click here to return to Chapter 3 – Company Background: Management & Workforce
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Appendix D – Product & Service Offering
Item

Website Description

Price (Servings)
Signature Cakes

3:15

Gold Thorn

24K Mango
Cheesecake

Tiramisu

Peach Garden

Mont Blanc

PanDaan

Diamond

Lady Grey

Enjoy the comfort of the Hong Kong tea house with our most
beloved cake, the 3:15. Featuring our famous mousse made from
traditional Hong Kong milk tea and a “pineapple bun” crumb
crunch base made with our favourite malt drink, Ovaltine. The
3:15 is here to satisfy your sweet tooth and your soul.
For the acquired and the adventurous. With an outer shell made
from our delicate durian mousse, filled to the brim with fresh
durian purée, cheese cream, and vanilla chiffon, our Gold Thorn
is the best way to experience the bold flavour and appearance of
the infamous durian fruit.
Feel that 24K magic! By gently folding our house-made mango
jam and passion fruit puree into our silky smooth cheesecake
base, you get a rich and vibrant mouthfeel with every bite. Our
24K Mango cheesecake is going to keep you feeling fresh all
summer long.
Our Tiramisu begins with Social Espresso beans — locally
roasted and cold brewed in-house for 24 hours to produce an
intensely flavourful espresso concentrate — and ends with our
luxurious Italian mascarpone cream.
Everything is peachy! Our Peach Garden showcases both the
brightness of the yellow peach and the floral notes of the white
peach in a variety of delectable preparations. Completed with
our crunchy almond base and a herbaceous osmanthus jelly, you
get everything you love about peaches, and more!
A classic, reimagined. We took all the nutty goodness that you
love about the Mont Blanc — the airy chestnut cream, and the
chunky chestnut jam — and highlighted it with a light vanilla
Chantilly, a splash of coffee for extra depth, and a yuzu
marmalade glaze for a whimsical touch.
Inspired by Southeast Asian Flavours. Consisting of soft Pandan
Chiffon, filled with toasted coconut filling and smooth Coconut
Mousseline.
Make an impression that lasts! We’re sure that an over-sized
chocolate diamond filled with Belgian chocolate pearls, with a
passion fruit ganache layer, a milk chocolate crunch insert, and
layered with our rich dark chocolate hazelnut mousse will do the
trick.
Enjoy the aromatic flavours of Earl Grey, perfectly balanced
with the citrus fruit flavours of bergamot and orange. We are
excited to share with you our house-made Earl Grey chocolate,
to provide an extra depth of flavour in the production of our
Chocolate and Earl Grey mousse. Together, these pair
harmoniously with our decadent Raspberry ganache and fruit
insert, all atop our favourite Caramelized Rice Puff crunch layer.
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$7
(1)

$8
(1)

$40
(6)

$62
(12)

$45
(5)

$102
(18)

$75
(12)

$7
(1)

$42
(6)

$65
(12)

$107
(18)

$7
(1)

$40
(6)

$56
(10)

$99
(20)

$199
(40)

$7
(1)

$40
(6)

$56
(10)

$99
(20)

$199
(40)

$7
(1)

$40
(6)

$56
(10)

$99
(20)

$199
(40)

$7
(1)

$40
(6)

$62
(12)

$102
(18)

$7
(1)

$44
(6)

$67
(12)

$107
(18)

$7
(1)

$42
(6)

$65
(12)

$107
(18)

Matcha Crepe
Cake
Thai Crepe
Cake
Celebration
Cakes
Mahjong Tiles

The Lady Grey will surely satisfy any cravings.
Layers of buttery thin crepes sandwiched with Matcha ganache.
Layers of buttery thin crepes sandwiched with Thai tea ganache.
[A variety of different designs exists for larger cakes, with the
customer given the option of the flavours above (and also
chocolate and vanilla).]
[Available as an add-on to a purchase of a whole cake, with
customer option of the writing that appears on the tile]

$7
(1)
$8
(1)
From
$110 (6)

$75
(12)
$75
(12)
From
From
$135 (12) $175 (18)
$5

Pastries + Slices
Tira-Meow-Su

Lucky Ducky
Mr. Carrotail
Cheesecake
Fromage
Ba-Na-Na
Terra
Firma

Everything you love about our Signature Tiramisu Cake, layered
into an edible chocolate cup and topped with our melt-in-your
meow-th marshmallow cat.
It’s good to see an old friend. A great companion--an even better
dessert.
Mr. Carrotail is back—Catch him if you can!
For cheese lovers, by cheese lovers. If you enjoy cheese at
anytime with any meal, our Cheesecake Fromage is the perfect
treat for you.
We are confident that you will go bananas over this pastry!

$8
$8
$8
$7
$8

Uji matcha mousse, matcha chantilly, chocolate almond sponge,
red bean gel, and wafer crumbs.
Malted milk chocolate (Ovaltine) mousse, chocolate almond
sponge, salted caramel, dark chocolate mousse, and chocolate
wafer crumb.

$8
$8

Others
Macarons

$3.50 – single
$20 – 6-piece box
$30 – 9-piece box
$60 – 18-piece box

See below for regular macaron flavours and descriptions:

Daan Go also offers a personalization/customization service for
its macarons from design to flavour.

Macaron Tower prices:
$65 – 18-piece
$120 – 30-piece
$150 – 40-piece
$185 – 50-piece
$260 – 70-piece

Ice Cream
$8.50
Cupcakes

Customer option for batter base (vanilla, chocolate, or tea) and
for a variety of frosting flavours), with or without macarons on
top. Prices shown are with macarons on top
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$70
(12)

$105
(18)

$175
(30)

Cookies
$3
Drinks

Greeting
Cards

Hong Kong Milk Tea & Thai Iced Milk Tea
Note the website description: Internationally awarded Hong
Kong Milk Tea, brought to you by MasterChef Baker Siu.
A variety of greeting cards are available for customer purchase,
including birthday, Mother’s Day, Father’s Day and friendship
themed cards.

$4.75

$5.50

Italicized and wording in brackets denotes comments added by the author and not of the description
as it appears on the website.
Source: Daan Go Cake Lab. (n.d.). Daan Go Cake Lab. Retrieved March 31, 2022, from
http://www.daango.com/.
Click here to return to Chapter 3 – Company Background: Products & Services
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Appendix E – Daan Go Products
Daan Go Product Packaging

Source: Daan Go [@daangocakelab]. (2021, April 10). The perfect pick me up! [Photograph].
Instagram. https://www.instagram.com/p/CNgI7NBBIZr/.
Daan Go Cake Bag

Click here to return to Chapter 3 – Company Background: Brand Identity
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Appendix F – Daan Go’s Supply Chain

Click here to return to Chapter 3 – Company Background: Profitability

Click here to return to Chapter 4 – Competitive Environment and Landscape: General
Competitors
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Appendix G – Competitor Chart
French

Italian

Duo

Bake Code

Nadège

SanRemo

Tre Mari

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Vegan

Custom cakes

Yes

No

No

No

No

No

Yes

Yes

Yes

Yes

Yes

Some

Cookies

Yes

Yes

Yes

No

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Some

Macarons

Yes

No

No

Yes

No

Yes

Yes

No

No

Yes

No

No
Donut
Pie
Bread
Danish

Loaf
Puff

Bars
Sammie

Poptart
Pie
Popcorn
lollipop

Bread
Bagel
Pastry
Pie

Short &
Sweet

Ruelo

Cakes

↓Product/Service

Butter
Baker

Daan Go

Bobbette &
Belle

American

Bloomer’ s

Asian Fusion

Establishment→

Rolling Pin

Type

Other baked goods

No

Pastry
Chocolate
Ice cream
sandwich

Bread
Chocolate
Jam
Pastry

Pastry
Buns

Pastry
Candy
Chocolate

Pastry
Chocolate
Jam

Pie

Custom macarons
(M) or cookies (C)

M

No

No

No

No

No

C

No

No

C

No

No

Cupcakes

Some

No

No

No

No

No

Yes

Yes

Some

Yes

Yes

Yes

Ice cream

Yes

Yes

No

No

Yes

Yes

No

Yes

No

No

No

No

Ready-to drink
beverages

Some

No

Yes

Yes

No

No

No

Yes

No

No

No

No

Savoury items

No

Yes

Yes

Yes

Yes

Yes

No

Yes

Yes

No

No

Yes

Seasonal/limited time
items

Yes

Yes

No

Yes

Yes

Yes

Yes

No

Yes

Yes

Yes

Yes

Online ordering

Yes

Yes

No

Yes

Yes

Yes

Yes

Some

Yes

Yes

Some

Yes

Walk-in orders

Yes

Yes

Some

Some

Yes

Yes

No

Some

Some

Some

Some

Some

Delivery service

Yes

Limited

No

No

Yes

Yes

Some

No

Some

Yes

No

Yes

Loyalty program

Yes

No

No

No

No

Yes

No

No

Yes

No

No

No

Social media

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Multiple locations

Yes

Yes

Yes

Yes

Yes

Yes

Yes

No

No

Yes

No

Yes

Alternative
ingredients

Some

No

No

No

No

No

No

Some

Some

No

No

Yes

Nut free

No

No

No

No

No

No

No

No

No

Yes

No

No

Non-food items

Yes

No

No

No

Yes

Yes

Yes

No

Yes

No

Yes

No

Source: Bake Code, n.d.; Bobbette and Belle, 2021; Butter Baker, 2021; Daan Go, 2021; Duo,
2020; Nadège, 2022; Rolling Pin, 2021; Ruelo, 2021; SanRemo, 2021; Short & Sweet, n.d.; Tre
Mari, 2021.
Click here to return to Chapter 4 – Competitive Environment & Landscape: Competitors
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Appendix H – Five Stages of Small Business Growth
Stage I – Existence
The first stage focuses on the viability of the business, including product and service viability,
distribution channel concerns, and liquidity issues. 189 Owners of businesses in Stage I are
personally involved in all activities and often directly supervises their subordinates. 190 Small
businesses at this stage lack formal systems in place as they continue to define their product
offering.191 But the ultimate goal for these businesses is to determine the right market fit so that
hey can build a strong customer base, which forms the basis of profitability.192
Possible crises that can occur during this stage include an over-emphasis of securing a positive cash
flow, the lack of formal systems and recordkeeping, and increased demands on the managerial staff
as they now have to process even more.193
Stage II – Survival
At this stage, businesses would have developed some sort of customer base based on a workable
product or service, with goals focused on market expansion. 194 But these businesses are still
considered simple. 195 Owners of these businesses are still very much linked to the business
themselves, including still personally paying for a lot of the operational costs. However, owners
begin to look for financing because of the need for increased inventories and costs to meet their
supply. 196 Survival stage businesses have minimal formal systems and planning in place, with
operational goals still set on staying afloat.197 Many mom-and-pop shops are considered to be
operating at the survival stage.198
As this stage, businesses face challenges related to their rapid growth and expansion. Issues related
to their distribution channels, competition and competitive strategy, and the need for formalized
control systems. 199 Companies may choose to pursue economies of scale at the expense of
differentiation.200
Customer relations management is still crucial at this stage due to increasing and shifting
competition.201 Front-line staff of survival stage businesses should be trained to foster this idea of

189

Churchill & Lewis, 1983; Scott & Bruce, 1987; Blackman, A. (2021 March 27). How to manage the 5 stages of
small business growth successfully. Envatotuts+. Retrieved December 6, 2021 from:
https://business.tutsplus.com/tutorials/the-five-stages-of-small-business-growth--cms-28987.
190 Churchill & Lewis, 1983.
191
Churchill & Lewis, 1983.
192 Bevis, J. (2021 August 2). How to determine market fit. Forbes. Retrieved December 10, 2021, from
https://www.forbes.com/sites/jeffbevis/2021/08/02/how-to-determine-market-fit/?sh=91facf231603.
193 Scott & Bruce, 1987.
194 Churchill & Lewis, 1983.
195 Churchill & Lewis, 1983; Scott & Bruce, 1987.
196 Churchill & Lewis, 1983; Scott & Bruce, 1987.
197 Churchill and Lewis, 1983.
198 Churchill and Lewis, 1983.
199 Churchill & Lewis, 1983; Scott & Bruce, 1987; Blackman, 2021.
200 Scott & Bruce, 1987.
201 Solomon, M. (2021 August 3). Survival of the nicest: customer service as a business growth (and survival) engine.
Forbes. Retrieved December 10, 2021, from https://www.forbes.com/sites/micahsolomon/2021/08/03/survival-of-thenicest-customer-service-as-a-business-growth-and-survival-engine/?sh=5441d5533e32.
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a customer-focused experience.202 In other words, work culture should be an emphasized goal for
management.203
Stage III – Growth
Although businesses at this stage may be conducting research and development, a lack of resources
and liquidity continue to pose problems for them.204. At this stage, businesses must choose between
maintaining the status quo or focus on expanding.205 However, if businesses at this stage cannot
adapt to its environment and the changes to its situation, then it may even regress in stages of
growth.206
By now, businesses should have departmental or functional managers, formalized systems (such
as accounting, organizational, functional). 207 Businesses should also increase the number of
managers to oversee and enforce these systems and owners begin to reduce their involvement.208
Owners of growth stage businesses continue to see any profits being returned to the company to
support increased financial demands.209 Because of this, investors continue to be a benefit to
owners, although financing is not explicitly required yet at this stage.210
Given the increased tasks and information that need to be processed, businesses at this stage are
faced with more demands for resources.211 These issues could somewhat be managed with more
organizational structure and systems in place.212 However, it may be necessary for owners to detach
themselves from the businesses’ everyday operations, including hiring outside professional
assistance, to see their successes.213
Stage IV – Expansion
Businesses at this stage must observe standardized and formal financial and systemic controls,
including their administration, meaning professional assistance is now unequivocally required to
establish a corporate-like environment.214 However, this means that the commitment from these
professionals may not reach the level of those managers in earlier stages of business growth.215
Human resources can also shift with the introduction of new hires, investors and priorities, so it is
crucial for businesses to develop and maintain a good work culture.216
Similarly, companies must scale up quickly without making costly mistakes, given the increase of
202

Solomon, 2021.
Filey, A. (2021 August 5). 3 keys to successfully scale your organization form small biz to big time. Forbes.
Retrieved December 10, 2021, from https://www.forbes.com/sites/andrewfilev/2021/08/05/3-keys-to-successfullyscale-your-organization-from-small-biz-to-big-time/?sh=4a4fbc1742ac.
204 Scott & Bruce, 1987.
205
Scudamore, B. (2021, August 4). Every entrepreneur comes to this fork in the road – here’s how to decide your path.
Forbes. Retrieved December 10, 2021 from https://www.forbes.com/sites/brianscudamore/2021/08/04/everyentrepreneur-comes-to-this-fork-in-the-road-heres-how-to-decide-your-path/?sh=96db1011658b; Blackman, 2021.
206 Churchill & Lewis, 1983.
207 Scott & Bruce, 1987.
208 Churchill & Lewis, 1983.
209 Scott & Bruce, 1987.
210 Churchill & Lewis, 1983; Scott & Bruce, 1987.
211 Scott & Bruce, 1983
212 Scott & Bruce, 1983.
213 Scott & Bruce, 1983
214 Scott & Bruce, 1987; Churchill & Lewis, 1983; Blackman, 2021; Filey, 2021.
215 Scott & Bruce, 1987; Filey, 2021.
216 Filey, 2021; Scott & Bruce, 1987.
203
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internal politics and competitors.217 Any customers who lose loyalty to businesses at this stage are
easily able to switch their loyalties to another competitor, given that competitors at this stage are
larger.218 Prior pursuits for price advantage at the expense of differentiation may drive customers
away.219
Stage V – Maturity
As growth begins to slow after a period of rapid growth, businesses must undertake professional
operational and strategic planning and have fully developed systems in place in order to remain
efficient with their resources.220 Common issues for businesses at this stage include “expense
control, productivity and finding growth opportunities”. 221 For managers, this means fully
implementing standardization and systemization.222 Owners of businesses at this stage should be
operationally and financially separate.223 The biggest risk at this stage is failing to be innovative
in response to market conditions.224
Click here to return to Chapter 6: Alternative Generation
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Blackman, 2021; Filey, 2021; Scott & Bruce, 1987.
Solomon, 2021.
219 Scott & Bruce, 1987.
220 Churchill & Lewis, 1983; Blackman, 2021.
221 Scott & Bruce, 1987.
222 Blackman, 2021.
223 Scott & Bruce, 1987.
224 Blackman, 2021; Churchill & Lewis, 1987, Scott & Bruce, 1987.
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